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What Users Think of |Anderson Pint Package Fillers | 


e It’s a life saver e Saves $9000 in one year 
¢ Money making Son-of-a-Gun © Where that No. 145 goes, | go 


*With hand operation we ased seven peopie to fll pails *After two Model No i145 Anderson packaging ma 
With the Model Ne i145 packaging machine we cut the chines were instalied and put into operation in a large 
crew down to three people and fli just as many pints plant the production manager reported... “the No 


145 is & money making Another ma 
chine, No. 175, is im the budget for next year 


With the hunting season here this machine is a “life 
ea ver Half of the crew has gone hunting and the 
other half carry on 


*With hand operation we required six operators. Now, 

with Model No 175 we need only three. Our yearly pro 

duction is about 1,600,000 pints. At our hourly rate of 
é $1.25 we save about 7200 hours in one year, or about 


*Recentiy an Anderson representative called on a large ice cream com 

pany who operate several ice cream production plants. At present they 

are splitting up some of the work between the plants, and the plant 

manager being interviewed was asked what he would do if his Model 

No. 145 was taken away from him His answer was, “Wherever that 
. Mode! No. 145 goes, I go It and the Anderson No. MC are the perfect 
pair, and I @t right in the middie” 


| “Names given upon request 
BUY NOW TO HAVE YOUR EQUIPMENT IN THE ° 
BEST WORKING ORDER FOR THE COMING BUSY SEASON 


MODEL i75 


‘ MODEL 


Lhe this Handy Coupon for CAuch Information 


ANDERSON BROS. MFG. CO., ROCKFORD, ILLINOIS 
Please Send Bulletin No. 1-2 


Name 


Address 
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YOU 


don't have to know beans 
about vanilla prices... 


but it’s a good thing 
for you that WE DO! 


Peer through this looking glass... and you'll see what we mean. 


This is a clipping from the Journal of Commerce of December 5, 1949. You re 
looking at the price rise in vanilla beans In November, our advertisement in this 


magazine predicted that this was sure to Come 
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Other Vonillo Products by But—now that it’s here, you are protected if you are a Michael customer. 
Mahoe! for Speci! Uses 


TRUE VANILLA SUGAR 


for custom mode «ce cream 


Here's the reason. We have the only crvstal ball chat really works with vanilla 
knowledge and sudgement We used them to contract for large 
quantities of vanilla beans some time ago and at the rock-bortom price. We are 
tor popular priced Passing henetit on to vou m the face of the current sharp rise in 
cream 
The same regard for Michael customers ts basic 1p all our thinking. A reflection 
TITAN for use in novelties 
of this us the fact chat, among all manufacturers of vanilla flavoring, Michael ts 


the ealy one owning or operating a vanilla bean plantation the enliy one 


seeking, through research factlitres and projects, to 
produc herrter anitia heans less expensive ly and 


the refore, at less cimrro vou 


Amertia s Tlavortte We we serve vour best interests by pro- 


viding not a the finest wanilla flavoring—but also 
ICHAEL’ | kind of service that helps 
MIXEVAN DAVID MICHAEL CO. 


The Vanilla That Builds Sole: Half a Contary in the Pavcorving 
3743-63 D ST.. PHILADELPHIA 24, PA. 


“ene” 


Cece” “Seco” 


and «cre munn te tho New York New 18. ™ 
office “Ed. the oct of March 13°9 


Publecheng Co. Inc 

led «lees metter of the poet 
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SAVE THE COST 
YOUR ICE CREAM MIX 


The ice cream mix maker for all, a machine 
which Agitates, Emulsifies, Pasteurizes and Cools 
in one stainless steel container. 


The FORALL Mixers enable every ice 
cream manufacturer, large and small, to 
process ice cream mix in a self-contained, 
compact machine at the rate of at least 
140 gallons every 8 hours. 


* Absolute control of quality 


Perfectly smooth, creamy mix 


Ali operations in one stainless steel 
container 


Easy to use and clean 


No dangers of contamination 


Economical to operate 
Availabie in 10 and 20 gallon units 


Size: 20 gal. model 56” high, 
a 28” wide, 30” deep 


15 William Street, New York 5, N.Y. 


Fully guaranteed LLOYD ASSOCIATES ' 
wih REPAY ITS PURCHASE COST i 1S William Street, New York 5, N.Y. i 
Please send me full information and prices on 

WITHIN LESS THAN ONE YEAR. | the FORALL ICE CREAM MIXER. ' 

1 NAME 

DISTRIBUTORS — A few territories ore still open 

LLOYD ASSOCIATES 

CITY & STATE i 


an 
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Schaefer aga 


is the most complete | 


Here 
offered! Compare Schaefer beauty. Compecre Schaefer 


Here is Amer 


capacity 
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HERE ARE THE FEATURES . 
OF SCHAEFFER'S GREAT NEW 
AINE FOR 1950 


New beauty! New style! Designed by Brooks 
Stevens, one of America's foremost industrial stylists. 


Up te a third more capacity. 


A type for every requirement—chest types of 
compact design for limited space—all deep types 
where plus capacity is desired. 


~ 


New gleaming white, polystyrene lids—light in 
weight, yet sturdy and durable. New rubber collar of 
special Jesign affords many years of trouble-free 
service. 


All-steel construction, extra strong for better service 
end longer life. 


Highly efficient Fiberglas insulation, completely 
sealed in cabinet to prevent infiltration of moisture. 


Uniform temperature throughout entire cabinet. 
Maintains correct temperatures for either bulk or 
packaged ice cream. 


Dependable Schaefer hermetically sealed, pull-out 
type condensing unit, famous for high efficiency and 
low operating cost. 


New, streamlined superstructures invite impulse buy- 
ing and better merchandising of ice cream. 
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17% Gotlens Bulk 


No Worries 
for 1950... 


WELL. perhaps business would lose its interest if there 
were no worries, but on the other hand it's good business to get rid of 


as many worries 4% one can 


Vanilla Laboratories customers evidently believe this, for 
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after they sign a contract for another year, they often say ‘Vanilla is 


one thing we won t have to worry about.”’ 


They know that every shipment will arrive on the exact date 
specifiedthat every shipment will be exactly alike in quality—that 


they will be protected on price, no matter whether the Vanilla market 


goes up or down 


If you have had cause to wonder about your Vanilla, our 
experts will be glad to study your product and recommend the right 


Vanilla to use with it and explain our system of price protection. 


PURES 
anilla Laboratories, Inc. BLENDS 


CONCENTRATES 
Rochester, N.Y. POWDERS 
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JANUARY 12 — Hote! Commodore, 
New York Coty; Luncheon mee ng of 
the Pri ts Improvement In 
stitute 

JANUARY 12-13—Hote! Se Walter, 
Raleigh, North Carolina; Annual Con 
vention of the North Carolma Dairy 
Products Assocation 

JANUARY 16-18 — Indianapolis, In 
diana; Annual Convention of Indiana 
Dairy Products Assomation 

JANUARY 17-18 — Hote! Roanoke, 
Roanoke, Virgima; Annual Convention 


of 


he \ irgimia Products Asso 
Clation 

JANUARY 18-19 — Hote! Copley 
Piaza, Boston, Mass.; Annual Conven 
non of the New England Associaton of 
lee Cream Manutacturers 

JANUARY 20—New Brunswick, 
Second Annual Rutgers University Ice 
(ream Manutacturers Conterence, Rut 
gers College of Agriculture 

JANUARY 20-21 — Hote! Jefferson 
Davis, Montgomery, Alabama; Annual 
Meeting of the Alabama Dairy Prod. 
ucts Association, 

JANUARY 23-25—Cinannan, Ohio; 
Convention of the Ohw Dairy Prod 
ucts Association 

JANUARY 23.28 — Amberst. Mass 


University of Massachusetts Short 


Course wn Elementary Ice Cream Mak 
in 

JANUARY 23-FEBRUARY 4—Srate 
College, Ice Cream Short 
Course tor plant men 

JANUARY 23. FEBRUARY 4— 
Blacksburg, Virgima; Ice Cream Mak 
ing Short Course given by the Depart 


“ 


ment of Dairy Husbandry of the 
Virgima Polytechnx Institute Intor 
mation iw available trom C. W. Hold 
away, head of the department 

JANUARY, 26-27 — Hote! Genera! 
Oglethorpe, Savannah, Georgia; 14th 
Annual Convention of the Georgia 
A ssaxtation 

JANUARY 26-27 -— micago, Illinoss; 
Annual Meeting of National Dairy 
( ounct 

JANUARY 30.PFEBRUARY 4—Am 
herst, Mass; Uniwersity of Massa 
chusetts Short Course in Advanced Ice 
Cream Making 

FEBRUARY 2-3 Buena V wta 


Bilowt. Missis Annual! 
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of the Miss Products 


FEBRUARY 7-11 — Columbus 


ference of Srate L  niversty 


FEBRUARY 14-16 —— Hote! Annual Convention of the West Vix 


Grand Rapids, Michigan; 66th 


Promote Your “Specialties” with — 


Bigger unit sales for your deal- 
ers; bigger profits for you when 
your Ice Cream Specicities ore 
featured! This life-like “Sell-A 
Vision” suggesting ke Cream 
Tarts is typicol of Weiller's 
specialty promotional pieces. . 

Bound to create dealer enthusi- 
asm ond consumer response to 
your populor ice cream special- 
ties, it is executed with the same 
artistry and good toste os your 
ice cream delicacies themselves. 


All Weiller “Sell-A-Vision” dis- 
ploys ore creoted by leading 
artists ond produced in quon- 


The House of "SELL-A-VISION” Displays 
Caster Avenue and Amber Street 


Annual! gima Dairy Products Association 


(onwennmon of the Michigan Alhed 


FEBRUARY 15—Crand Rapids, Mich 


gan; Annual Convennon of Michigan 


of lee Cream Manutac 


turers 
MAY 7.10— Hote! Trawmore. Atlantic 
Asso Coty, New fersey; Annual Convention 


of the Flavormg Extract Manufacturers 
Ce. Association 
Can AUGUST 7-8 — Hotel Greenbrier, 
White Sulphur Springs, West Virgena; 


EACH... CARTON OF 4. 6 


tities for nation-wide use with loco! imprints. 
The ones you choose will be yours exclusively 
in your territory—ond at moderate cost. 


Be sure to see the varied WEMLER lime of ice cream dis- 
plays belore commiting yourte!! on season's re- 
que emean co dolly mvted without oblagat ron 


Philadelphia 34 Pa. 
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use DUO-LIZER, 


We don't have to tell vow that 
takes tiv ved semooth-teatured we 


cream teu eteads. able trade 


Hut maybe vouhaven teetten 
te trveng the sure way to prexduce that 
of cream. If met try Lhe 
lieer, the stabilieer and 


mikes mace with 
theres ve bye whe rrocth 


bees t tee busttertat fo parate 


cream. oF 


fee vers thee cot heres 


and «ee what happens! 
tat globules are evenly diepersed 
t he hat hie stalnlizing 


thon 


brewed y of THA developed 
m the pasteurmer, not on the coolmg 
cols or the holdene wat. Freeging and 


happang are slashed 


in pric Asiny and a bole result 


dipping losses, too, and retains in the 
dealer « cabsnet the te \ture that the 


cream had m vour freever. 


So cash m on wour freeh fruits and 
oe cream flawors’ Let make 
vou cream that cuwetomers come 


k 
FREE Trial Production Run. Yow can 


arrange for our «ales to con- 
duct a trial proxdaction run m your 


plant 


y write ov te le te hiteon 


te 


Made by 
Whitson Products 


OF THE BORDEN COMPANY 
350 Madison New York 17, N. Y, 
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you cant buy 
honest quality 
On a price basis 


tt has been truthfully said “There is nothing 
that someone can't make cheaper and sell 
for less.” Trimming quality — cutting corners 
on careful workmonship — substituting poorer 
materials for the best wherever possible, are 
often means to reduce prices. But frequently 
such reductions also sacrifice quality and mis- 
lead buyers who hove not learned that 
price is no criterion for valve. 


Nelson ice Cream Cabinets, leader of the 
industry for more thon half a century, ore 
now and clways hove been “Built Up To A 
Stondard, Not Down To A Price.” They are 
the best thot experience, finest materials, 
skillful engineering and trained craftsmen can 
produce. The price you poy for a Nelson is 
the lowest possible for quality which is still 
unsurpassed in ony other ice cream cabinet. 


Not what 


you pay 
but what 


buy quality on a price basis. 


For honest valve and long-life, 
dependable performance, 
choose Nelson the Standard 
Of The industry. 


+2 


C. NELSON MA 


4016 N. UNION BOULEVA Gm S¥. LOUIS MO. 
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ATTRACTS TRADE 


a sales 


G, 


CREATES URCE TO 


For Any 
Ice Cream 
Outlet 


Here @ desiqned te create impulse sales. its 
tHlashing light catches the eve its height end size dom 
mete ite surroundings. Yes, @ Dry Step merchandiser on an 
cream con be seen trom any spot in the store, 
yet there ere bulky supports te obstruct clerks oF cus 
tomers view Lerge lghted pene! (35 « carries 
your beend name (special imprint). Cut out words, “Toke 
Seme Meme stend out im bold relief with reflected ligh! 
behind them ‘Super efructure epen af bottom, reflecting 
light down on te cobimet. Uses two 18 Lumiline Lights 
with theker Hesher Ne trenstormers or Displeys 
strips (30 tlewer strips supplied ter each side 

Clemps on cobmet withowt screws. Permits reaching in 
cabmet trom beth sides Adjustable shelves on 
vertce! supports Gptiona! 


© Adjustable te eny cabinet © Message or both sides 

Patented attaching method Displays strips 

Dominates wrrowndings @ Flashing light attracts 
attention 


‘Pet pending 


PRICED ATTRACTIVELYQUICK DELIVERY 
WRITE OR WIRE FOR FULL DETAILS 


J. E. CULVER COMPANY 


Phone Pleesent 4464 


4900 Mi PIPE STRUCTURE ONLY AVAILABLE. OR WITH 
502 Chicage . inneapolis 7, Minn. SHELF FOR RELATED ITEMS AS SHOWN 
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foole’s. Jenks 


FOOTE JENKS © © JACKSON . MICHIGAN 
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Hlorida 


of we cream plans and on drive wn 


(Team and fountain extablishmrent now uneder way of 
beweland Serect, om ( learwater 
The mew bassuness will he known as the Wing Ice Cream Com 


pany and will be owned and operated by Arche Wing of 1211 


street, ( learwater, and his san Raber W ing of Dunedin 


the amestory building and equipment will rum in excess 
of 


Michigan 


Phe Auman City Dairy store. Bay Cory, owned and operated 


by Peermard and leahelle Auman. staged ts grand opening Nio- 


wrving «we cream and sandwiches free to children 


bey paretits The building, with terrazzo floors 
umd a tile base throughout, handles haked goods, and serves light 
inf parking space advertised by the COM Parry, 


ll Center Avenue Road 


Plenty 
keered at 


The grand opening of the McIntyre’s Dairy store, Saginaw, 


was held Nowember 1] and 12 with a ic aale the feature of the 
hewt day. and free we cream comes the second. A two-day feature 


of the opemng included chocolate sundaes which sold for 10x 


New York 

A $30,000 modern we cream plant will be erected by the Castle 
Ave., 
nounced by George C. Castle, a partner of 


Citizens Dairy Co. 43 East Lockport, it has been an 


the firm. The new 


72 feet. will be erected at the northwestern cor 


structure, 32 by 
ner of the present building 


Utah 


Nearing completion is a $125,000 ice cream plant at 830 East 
2ise South Street, by Charles R. Snelgrove and his son, C. Laird 
Snelgrove, co-owners and partners in the Snelgrove Ice Cream 
Company which is now rounding out a quarter of a century of 
operations im Salt Lake City. The mew plant, set in almost an 
acre of gardens im the rear of the company’s retail store, features 
the latest in «we cream processing equipment and will increase 
capacity 150 per cent 

The modernistic brick building houses a bank of five com. 
Pressors to operate refrigeration equipment, three rooms for the 
bulk storage of ice cream, and automatic dish and can washers 
and sterihzers. 

Ceilings and walls are finished in a special hard enamel paint 
for easy cleaning and all work-tables and sink tops and splash 
boards are finished in stainless steel. 


DEC. 


rte 
novelties the, p= get the 


kids’ business with the proven cold weather favorite 
patented 


Liampert's SUN-D-CUP 
attachmen's Cnable trouble free 


production as 
high as 58 SUN-D 


CUPS per minute on an Anderson 
Model 34-C iille: 


No messy cups, no hand wiping, no 
jam-ups 


When summer ice 


clean 


Lampert s special formula SUN-D-CUP 


toppings guarantee a delicious, non-crystelizing sundae 


et packaged 


and A GREATER PROFIT RETURN THAN BULK 
NOW PATENTED FOR YOUR COMPLETE PROTECTION!! 


undae 


Colorful SUN-D-CUP streamers, 
posters, newspaper mats and cther advertising available 
at 


cos Limpert's. 
Oo 
BROTHERS, 
INC. 


Manufacturers of “Quality Superb” Fruits, Flavors 
and Nuts Vineland, N. J. 
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When the goal’s more sales— you're 
sure to score with these beautiful 
Kelvinator merchandising cabinets! 
Their streamlined design, full color 
3-dimensional pictures, eye-catching 


fluorescent lighting all combine to 


remind and invite people to buy. You 

get championship performance, too. 
Space-saving construction. New 
engineering features that lower service 
and operating costs. For complete 
details, see your Kelvinator 
representative or write to the Ice Cream 
Cabinet Division, Nash-Kelvinator 


Corporation, Detroit 32, Michigan. 


MODERN ICE CREAM CABINETS 


DIVISION OF NASH-KELVINATOR CORPORATION, DETROIT 
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PROFIT PRODUCING 


107) | 


The real valve to you ond your dealer of any Fountain instalio- 


how fo get set up with o profit producing, modern. efficient 


OUR FACILITIES ARE AT YOUR DISPOSAL ALWAYS. 


GRAND RAPIDS, MICHIGAN | 


Ice Ceeam Fretp. Jenuary 


| tion is what will do for both of you in profits 
The expertly planned; ‘complete - service ountain 
ons in Stops n herewith hove increased soles 
ume by odding newly created business, ond the cost is no 
ais would be. The net profit per dollar of investment is counts. 
in these doys of keen competition, you can cement good relo- 
. tions with your dealer:in no better way than by showing him 
1950 


for 


Handsome 
specially printed 


interlocking 
bottoms 


Good Containers *« Good Service 


When you pick Puritans to protect and sell 
your ice cream you get extra service right from 
the start 


1. Just say the word and our representative in 
your area will show you how beautifully Puritans 
behave on your own packing line, He'll be your 
right hand man when it comes to selecting a 


ee 


sales-getting container that suits you to a “t’. 


2. He will assist you in arranging a delivery 
schedule that will keep you adequately supplied 
during the season without having large inven- 
tories on hand at any time. 

3. Our Advisory Service is always ready to an- 
swer any container questions that may be on 
your mind. And if you wish, we'll submit design 
suggestions that strikingly display your brand 
name. 


These services are free! Write today to The 
American Paper Goods Company, Kensington, 
Conn. or 4711 Foster Avenue, Chicago 40, Ill. 


Pack tf in Punutano 


THE AMERICAN PAPER GOODS Co. 


KENSINGTON CONNECTICUT CHICAGO, 


‘ 
pat 
4 


CONTENTS 


PAGE ARTICLE 
ICE CREAM FOR BREAKFAST! 
20 500 Attend Cleveland 
Event 
28 How to Go Broke—Quick! 


20-34 Photographs 


TOPIC OF THE MONTH 


36 Produc ts—Promotion— 
People 
j 38 Red Hot Volume in Ice Cold 
Weather 
39 Winter Ads (Photos) 
40 Party Roll Perks Up Sales 
| | 42 Soda Fountain Operation 
TIMELY ARTICLES 
VOU NO. 
anuary 
44 Drug Store Profits 
i 50 The Ice Cream Cone 
is Home! 
52 Polka Dot Package 
Makes Debut 
HOWARD 8. GRANT, Editor and Publisher: 
SIDNEY M. MARAN. Assoc. Editer: DR. C. DO. 
DAMLE. Tech. Editor: ALEX FREEMAN, Busi- 
nets vl HARRY STAAB Art Editer; JAY DEPARTMENTS 
mM SANDLE® end LOUIS TRANZILLO, JR. Adv. 
— 9 Coming Events 
ic CREAM FIELD published monthly et 3110 
coe fim Avenwe, Baltimore, |!, Md. by |. C. F. Publish. 14 Progress Parade 
ha me © ime Address editora! and advertang 
5+. New Yort (6. N.Y. Entered as 2nd class met- 
te this post office ef Baltimore, Md. under the 66 Association News 
«+ of March } S79. Sebecripter retes yoarty. 
$2 in the $2.50 Canada, $3 foreign: single 72 New Products 
copies the end Caenede, foreign 78 What's New 
83 Business News 
89 Classified Ads 
Memter Contrelied Circulation Audit Association 90 Index to Advertisers 


; 
> 2 
> hie 
f 
‘ 
y 
ety 
‘ 


® Ice Cream stabilized with Dariloid or Dricoid 
is firm-bodied and smooth . . . completely free 
gummy stickiness. You get Natural Body... 
ice cream that folks just naturally prefer because 
it’s “cool-tasting” and refreshing. 
More ice cream is stabilized by Dariloid and 
Dricoid than by any other stabilizer or 

stabilizer-emu!sifier. 


PRODUCTS OF 


20 N. Wacker Drive 31 Nasseu Street 
NEW YORK 5 
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: . ‘ a 
“a DARILOID 
way 
LOS ANGELES 14 
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CAPACITY audience of more than 500 persons 

and the untold numbers who could not be accommo. 

dated in the Hote! Hollenden’s Grand Ballroom 
attested to the success of the Second Annual Ice Cream 
Breakfast. held November 9 in Cleveland as a teature of 
the 16th Annual Convention of the National Association 
of Retail Ice Cream Manufacturers. 


Commenting on the enthusiasm convention-goers dis- 
played for ice cream served with orange juice, fruit salad, 
dry cereal, sweet rolls, doughnuts and coffee 
Reynolds, Presi- 
dent of the Fran- 
klin Ice Cream 
Company, Toledo, 
Ohio, and General 
Chairman of the 


Irving C. 


Convention, de- 
clared that “an 
Ice Cream Break- 
fast seems ‘a must’ 
for future meet- 
ings of this asso- 
ciation.” 
Highlights of 
the 1949 Ice 
Cream Breakfast 
included the pres- 
entation of a gallon of ice cream to each of the ten youth- 
ful guests of honor from the Children’s Aid Society of 
Cleveland: talks by Howard B. Grant, Publisher of Ict 
Cream Fietp and originator and Chairman of the Ice 
Cream Breakfast, James E. Davis, North Star, Inc., 
Muncie, Indiana, who contributed extensive time and et 
fort to making the affair successful, arnd Kenneth Jette, 
Executive Secretary of the Northwest Association of Retail 
Ice Cream Manufacturers, who told of a similar event 
staged early in 1949 by his association; an exhibition of un 
usual ice cream concoctions; a style show, and the premiere 
of “How to Go Broke—Quick!” a simulated radio play 
written by Mr. Grant and produced by Ice Crtam Fretp 
with the cooperation of leading members of the association. 
No sooner had word of the Second Annual Ice Cream 
Breakfast been circulated than newspapers and magazines 
throughout the country began publishing lengthy articles 
about this latest trend in ice cream -cating. Reporters, pho 
tographers, and food editors from Cleveland's largest news 
papers attended the breakfast, and their impressions were 


published in subsequent issues of the Press, the News, and 
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the Pian Dealer 


Joe Collier, writing in the Press, indi- 
cated both his amusement at the idea and the potentiality 
ot Ice Cream tor Breaktast as a “coming thing.” Com- 
mented Mr. Collier 
“The way the ICE CREAM FIELD evangelists ex. 
plained i, they hope every person attending the 
breakfast will go to his home and introduce friends 
and neighbors to the novelty and thus, in time, estab- 
lish it as a national custom. 
“Better make up your mind about the issue before 
the singing commercials start working on you.” 

Other reports 
dealing with the 
1949 Ice Cream 
Breakfast have 
appeared in the 
Journal of Com. 
merce, the New 
Yerk World Tele. 
gram, the New 
York Herald 
Tribune, the New 
Orleans Times 
Picayune, the 
Ri hmond News. 
Leader, the Bos 
ton Globe, the 
Miami News, the 
Waynesboro (Va.) the York (Pa.) Dis- 
patch, many Ohio newspapers including the Dayton Jour- 
nal-Herald News, the Urbana Citizen, the 
Wooster Record, the I oronto Tribune. and the New 
Philadelpina Tomes. and in the Cleveland edition of W here 
Magazine, a leading hotel weekly 


the Davton 


Ice Cream Frecp will publish an exclusive article in a 
subsequent issue which will summarize and include excerpts 
from all articles in the nation’s newspapers and magazines 
whi h devoted 
Breaktast 


space to a discussion of Ice Cream for 


Revnolds Introduces Chairman 


Mr. Reynolds launched the program of the Second An- 
nual Ice Cream Breaktast by introducing Mr. Grant, The 
latter, in a brief talk, welcomed those attending and traced 
the history of the Ice-_ream-tor-Breaktast movement. He 
spoke of the reaction in various public ations following the 
First Annual Ice Cream Breaktaat, held in October, 1948. 
in New York ¢ 


the 


ity's Commodore, as a teature of 


Annual Convention of the association. After 
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WEANED ON ICE CREAM 


A letter to Pd Warder, Pwccutive Secretary of the National 
Association of Retail lee Cream Canutacturers, received during 
the recent (Cleveland ceewenton, told of « healthy voungeter 
whe hed virwally been weaned on ice cream for breakfan. 


Mrs. Joseph Georgianna, of 406 Alhambra Building, EP. 
and Avenue, Cleweland, wrote that her three-year 
old som, Joe, has eaten ice cream as « food since 
he was two months old. She eaid that her husband, whe drives 
«a taxi cah, beings home « pint when he arrives home at 4 A.M. 
each morning. Litth foe usually @ ready for his portion at 
AM... Mere. Georgienma reported, and after enjoying hi 
morning refreshment, gees back to sleep quietly. Later im the 
day. she said, he goes to work on the remaining me cream. 


Many people warned Mire. Georgnennma about teeding 
ice cream for breakfian. “That cold suff will ruin his stomach 
the firet thing im the morning,” they cautioned. But Joe had 
his morneng sce cream pust the same. 


The outcome? In three years, according to his mother, 
GUESTS OF HONOR the Second Annual ice Croom Breattast wore Joe's had nothing other than two head colds, and he eats 


gate 4 OF ward every feed wou can think of. 


Greet Publi CREAM FIELD aad the 


* 


Inspiration for Mrs. Georgiannma’s letter came from an ar- 


tele in the Nowember & edition of the Cleveland Plam Draler, 
which reported the fact that the Second Annual Ice Cream 
Breakiant was to be held as « feature of the Rerailers’ con. 
vention. Mrs. Gecrgianna wrote that she enjoyed the article 
and was going to save @ in order to refer to @ the next time 
“Il get called down for letting Joe have his ne cream for 
breakfast.” 


citing some of the humorous aspects of the Ice-Cream-for- 
Breaktast trend, Mr. Grant made the point that “via thou- 
sands of dollars’ worth of free publicity, the ice cream 
industry impressed Americans with the fact that ice cream 
can be eaten with pleasure at any hour of the day.” 


The originator of the Ice-Cream-for-Breakfast move- 
ment told of receiving letters during the past year from 
people in all walks of life who expressed support of ice 
cream as a breakfast food. Many of these correspondents, 
Mr. Grant pointed out, assured him that they had been 
GUEST SPEAKERS were Korneth Jette Executive Secretery of the cating ice cream and/or had been feeding it to their chil- 
Northwest Any of Bete! tee Cream Manutecturers and 
jemes E. Bevis. Marth Star inc. Muncie indiana. Bath told of thelr dren for many years. Excerpts from a typical letter of this 


experiences with the promotion of ice creem os @ brestfest food. nature are published in the box at the top of this page. 


None of these letters surprised Mr. Grant, he said. “Te is 
pretty generally known that orange juice was unheard of 
as a breakfast food only a brief twenty-five years ago,” 
he pointed out. “Dry creals also were virtually unknown 
as a breaktast food a generation ago. And whoever 
dreamed that mothers would allow children to consume 
soft drinks at the breakfast table? Yer that has happened 
and is happening even now at many homes, restaurants 
and soda fountains, especially in the South. 

“That's why,” Mr. Grant concluded, “we believe that 
ce cream, with its health-giving ingredients most certainly 
merits a place as a regular or an occasional breakfs<: dish 

alone or served with other appropriate 


Mr. Grant then introduced the tex young guests of 


honor, two of whom were girls. The youngsters repre- 
sented the Children’s Aid Society of Cleveland, an organi- 
zation devoted to the assistance of underprivileged children. 


GUEST ENTERTAINERS «ere 


and a communitv fund and has been active tor ninety-five 
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come 
pretty packages 


One of the fastest growing stores in America 
makes a practice of wrapping their pockoges 
“real pretty.” Women write in from greot dis- 
tances—-when they can buy the some article, 
for the same money, in their own neighborhood 
When it comes to the packaging of a food like 
ice-cream, a pretty appeoronce is even more 
important in winning sales. There is no getting 
around this fact: Lily* ice creom cups and con 
tainers hove a reputation for pulling soles. 
Women like their crisp'y clean, smartly at. 
tractive look. Children, big buyers of ico 
cream cups, like Lily s cheerful designs, goy 
colors. Everybody goes for Lily's quolity 
appecrance which promises better ice 
cream! Lily cups and containers do a 

powerful merchandising job—ot the 

point of sale. and at home at the 

point of consumpfion. 


Men, women ond children like 
pretty pockoges—so please 
‘em all with Lily cups ond 
containers! 

Write today for free 

samples and full 

information. 


*T. M 886. U.S. PAT. OFF 


LALY-TULIP CUP CORPORATION © 122 Bast 42nd Mow York 17, Y. 
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years in caring tor children without other means of support. 

bor the youngsters the lee Cream Breaktast was the ma 
They had al! 
and then some more’ So 


terialization of universal childhood dreams 
the ie Cream they wanted tis cat 
much ie cream passed over their plates on the road to con- 
sumption that it was not long betore observers noted the 
extreme! spectacle ofa child saying “No, thanks” 


to an offer of “another pertion of ie cream’ 


A Gallon Each 


lo crown the day tor the children, each one of them 
received ’ full gallon of we cream to be taken back to the 
Society's headquarters for distribution to thei friends who 
were not able to attend the Breaktast. The ice cream, as 
was all the ice cream served at the Breaktast, was provided 
through the courtesy of the Franklin Ice Cream Company 

Following the presentation of the children, the audience 
was treated to a stvle show teaturing uniforms manuta 
tured the Angelia Jacket COHN hile a narrator 
described the ations of the waitress ourthts, more 
than A) persons anaivred the specifications of five gor 


is whe displaved them 


9? 
How to Go Broke-——Quick! 
Next on the agenda was an “Ice Cream Concoction™ ex 
tt which comimMnations and assortments of ice 
wefe introduced and desripbed py four leading tre 


tailers, who diusplaved creative talents 


were Gienn Ptoftman, Migh’s Dairy Products Com 
pany, ashington, 1) Mrs Crordon Post. Sr. Best 
Anthon, | Kaine, 
Kamz Dairy Stores, Chocage, and lames FE. Davis. 
North Star, Ir Maun it. Indiana 


(ream Company, New Orleans, La 


Ne cond Annual lee ream 
Kreaktast was the concluding tearure of the program. The 
Racho Station if } where the 


first ~wrformance of blow ro Rroke 


was shitted 


(oun was re 


4 


sented. A company of actors belied their theatrical unex 
perience with a first-rate, professional-like performance ot 
the play by Howard B. Grant, an up-and-coming play- 
wright who previously had confined his activities to the 
editing and publishing of Ice Cream Frevp. 

Scene of the radio drama was the city of Sales Falls, in 
the great State of Confusion. A local soda fountain was 
the setting as the curtain opened. But it wasn't a typical 
soda fountain and the people who work there were not (we 
hope!) typical fountain emplovees. They were unique, to 
say the least. (To find out just how unique, we suggest 
you turn to page 28 where the script of “How to Go Broke 

Quick!” 


action pmtures of the actors, also.) 


is published in full You'll hnd some amusing 


As the curtain came down an the ice cream industry's 
H. |. Muldoon, Bonnie Doon 
lee Cream Company, Mishawaka, Indiana, made a tew 
closing cemarks and the Second Annual Ice Cream Break 


answer to “South Pacthc,” 


fast came fo an end. 


A Popular Event 


Burt it was pust the beginning of the Ice-Cream-tor-Break 
fast movement The tact that more people attended the 
lee Cream Breakfast jn Cleveland than any other program 
event of the 16th Annual Convention is concrete testimony, 
And many association lead. 


Tinrd Annual Ice 


ot the movement's popularity 
ers have already indicated that the 
Cream Breaktast will receive a prominent place on the pro 

gram of the next convention of the National Association 
of Retail lee Cream Manutacturers. to be held in Wash 


ington, L). C.. m October, 19%) 


All of which seems to substannate Mr. Grant's conclud- 
ing remarks to the guests at the Second Breaktast: “Ice 
Cream tor Breaktast is not a stunt, not a show and not a 
meal. It is a way of thinking. It's our way of saying to 
ourselves, to our store personne! and to our public thar we 
know that at any hour of the day or might, ice cream 1s 


youd and good Tor vou 
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BETTER BRINE TANKS 
BUILD BIGGER PROFITS 


In actual operation in ice cream plants 
throughout the country, the ICN Brine 
Tank is time tested and has been proved 
the most efficient and most modern ever 
produced. 

Engineered for 6 cycle per hour op- 
eration, the ICN Brine Tank features 
an automatic overflow, an oil drain and 
fibreglass insulation bound in asphalt. 

Refrigeration through a flooded coil 
system of pressure tested stee] tubing 
prevents breakdowns caused by inter- 
nal brine freezing 

Constructed of steel throughout with 
a sanitary stainless steel outside cover- 
ing, the ICN Brine Tank is built with 
right or left hand coil connections to 
fit individual plant requirements. 

Profit conscious manufacturers who 
demand the best, acclaim the low cost 
operation and maintenance of the ICN 
Brine Tank 


EXTRA! EXTRA! 


Mere ls A Cross Section View Of The 
ICN Brine Tank With Mechenica!l Mover 


Streamlined Moulds Speed Production 


- Lower Costs 


Constructed of stainless steel basket 
and pan plus hot tin dipped copper cavi- 
ties for the fastest freezing, ICN’s new 
streamlined moulds combine the best in 
modern engineering and novelty know- 
how to insure perfect sanitation, dura- 
bility and an efficient freezing operation. 

Solidly built for many, many years 
of efficient service, the new basket de- 
sign protects cavities from abuse while 
the strong bumper guards protect han- 
dies and pan from damage. 

All ICN moulds are designed to fit 
standard brine tank tracks and may be 
used with your choice of the dozens of 
ICN mould cavities including the ex- 
citing new Bow-Tie mould that’s sweep- 
ing the country. 


MECHANICAL MOVER 

AND NEW MOULD 

ELEVATOR SPEED 
PRODUCTION 


Eliminate brine splashing... Eliminate 
mould tilting... Speed up loading oper- 
ation... Increase production... Individ- 
ually built to fit standard brine tank. 


Yes, ICN is meking equipment news! 
Don't delay! Write witheut oblige- 
tion for full details TODAY! 


Shown is @ typical streamlined ICN movid. 


Ice Cream ouellies, INC. 


| 110 MURRAY STREET, NEW YORK, N.Y. 


Please rush me complete information on 
The ICN Brine Tank Mevids 
The ICN Mould Elevater §©~— The ICN Mechanical Mover 
_ Heve one of your representatives call on me. 
reve 


ADDRESS 


city State 
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for more USABLE SPACE 


PUBLIC 
TELEPHONE 


| 
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Anhauser- Busch, vi out rie 


SAME SIZE...MORE SPACE 


Yes. it's true! More usable space with no increase of out- 
side dimensions A carefully engineered interior 
rearrangement has provided more space for either 
carton or bulk storage at no sacrifice to the retailer of 
valuable floor space. This important new feature together 
with the dependability and economy always associated 
with Anheuser-Busch refrigerated cabinets means an 
even greater value for you in 50. Cash in on quality now 
with Anheuser-Busch. 


REFRIGERATED CABINET DIVISION 
ANHEUSER-BUSCH, INC. - - - ST. LOUIS, MISSOURI 
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STAINLESS STEEL TOP, highty polished, 
held ploce eth counter wna Stomiess 
Stee! wrees to-cteen wrtece 
STEEL SUB.TOP, heovy gouge, designed 
tor bord service 

STEEL OUTER SHELL, heevy gevge, with 
beted eneme! finah over o Bonderized 
wrtece to give finish that proof, 
and 

CABINET BOTTOM, strong steel, welded 
to bose ond remtorced with stee! 
Capeble of wppeorting lorgest 
powlble ice cream or trosen food 
with high foctor of safety 


BASE heovy steel, with welded 
comtructtion A riged ond durable cobmet 
foundahon toe clearance 

STORAGE TANK, GALVANIZED STEEL. 
Heevy gevge with soldersecied lock. 
seam construction. High mechanical 
streng and long life corrosion resatance 
combmed with water end proof 
comstruc fon 

COPPER REFRIGERANT TUBING soldered 
100%, to tonk to heot 
transfer and high opereting efficiency 
CORKBOARD TOP INSULATION. Thick 
section for low heot low and rigid conr- 
sfruc hon. 

MEAVY CORKBOARD INSULATION under 
of loed-corrying surfoces. Migh ineviot- 
ing efixiency combined with high lood- 
carrying abdity 

THICK PIBERGLAS INSULATION on four 
odes Migh meviotng efficiency combed 
with hght weight 

JOINTS SEALED with high-quelity, sen 
hardenmg mast to insure vapor sealing 
throughout the life of the cobimet. 
PLASTIC UDS. Light end durable. 


EXTRUDED RUBBER COLLAR with 
retamern on tor durable in- 
and eary replocement 


COPELAMETIC MOTOR COmPREssor 
anembly offers the odvertages of 
secied mechantam, yet is fleld-service- 
able Moter protected ogems!t damage 
with Spencer Overtoad Protector 
Economy piva relrobdity plus serviceabdity 


LARGE AREA CONDENSER with high 
copecity fer to rapid heat 
vpation with rewltent high opereting 
efficiency and low compressor temperea- 
ture Mounted for easy cleaning. 

PULLOUT FRAME. Condensing Unit 
mounted on sides for quick eaty servicing. 


CAPRLARY UQUID CONTROL Belenced 
dewgn for efuient performance through. 
ovt operoting ronge. Easily replaced in 
the field. Copiiory-suction line assembly 
covered with cork and rubber tubing 
THERMOSTATIC TEMPERATURE CON. 
TROL edjustebie over wide range of 
condition Accewbly mounted 
DRIER STRAINER Lorge copacity to pro- 
tect capillary from freezse-vps and 
clog vps 

REMOVABLE WIRE GRELS to oliow for 
unobstructed storage spoce of conven- 
tently partitioned compartment. Meavily 
pleted for long service life. 
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M.C.——Now ladies and gentlemen, this us the long-awaited 
premier performance of that radio comedy you may have 
heard or read about. What you are to see has never hap 
pened and we trust never will happen in actual lite 

We've assembled an extraordinary cast of all-star per 
formers. You can see Grable, Spencer Tracy, and Berg 
man down the corner at the nenghborhood theatre, but any 
sumilarity to those stars by our talent is purely comeidental! 
It's a good thing they've had their ice cream breakfasts, 
because if we were to lay their salaries tor this “broadcast” 
end to end, thew d starve’ 

The name of our show us “How to Go Broke-—Quick!” 
There are two acts. We open in the studio of the widely 
tamed radio station WICK. You are about to hear the hrst 
radio program of the Gold Medal Ice Cream Co., in the 
citv of Sales Falls, in the ereat state of Contusion. 

Bur before we start. we have a surprise tor you lucky 


members cyt the studio audience Two famous Hollywood 


“How To bo Broke—Quick!” 


ABOUT THE PLAY 

“How To Go Broke— Quick!” is the utle of the simu. 
lated radio play written by Howard B. Grant, Publisher 
of ICE CREAM FIELD, and presented during the 
Second Annual lee Cream Breakfast, a feature of the 
recent convention of the Natnonal Association of Retail 
lee Cream Manufacturers. Featured performers were 
NOT members of Actors Equity, but do belong to the 
Retailers Assocation. A complete listing of the cast 
can be found on Page 56. 


You've all no doubt 


seen them many times in vour local theatres, and thev're 


celebrines are here with us today. 
here today as our honored quests. Ladies and Gentlemen, 
. Roy Rogers and Trigger! 


(Watches as a man wearing a 


let's have some applause for . 
(Pause) OH! I'm sorry. 
horse’s head prances around the room.) Only Trigger 


could make it’ 


Well, it’s time for us to get back to our radio show. 
Settle down everyone, as we're about to go on the air. 
Hold it. Ready? (Consults with engineer.) We'll be on 
the air in ten seconds. . three . 

. take ut away, Gabriel Wishingbone. 
G.W.—Good morning, Mr. and Mrs. America and all you 
ice cream folks at sea. This is Gabriel Wishingbone bring. 


seven. two... one 


ing you the latest news, gossip, and chit-chat from the 
Grand Ballroom of the Hotel Hollenden 

Ah, what a day, what a day for you lucky people who 
started off with a great big bowl of that wonderful Gold 
Metal Ice Cream with the amazing cold metallic flavor 
(Gurl walks on, hands bulletin, walks off.) Whar a dish, 
And do you know that Gold Metal Ice Cream 
This 


week try the Treasure Chest package with a solid gold 


what a dish 


6 now richer than ever be tore Sec tor yvourselt 


picce in every pint Y mi too can be rh her fust sink your 


teeth ald goiden Nugget ke cream T here's gold in 


every botch—I mean batch of we cream. 
(Girl brings G.W. ice cream.) 

G.W.—Ah, here's my ie cream breakfast. And what ice 

cream! See the gold in it glitter. And it’s topped, not by a 


cherry, bute with a sumulated ruby. Yes, sir. a REAL smu- 
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lated ruby. Ow! (Takes something out of mouth.) Lucky 
Day! A gold nugget . . . you, too can be the lucky one. 
Hurry down to your nearest Gold Metal dealer and buy 
your Treasure Chest package. Do ut now! 

(Messenger hands sheet of paper to him.) 

Now for some news around town. We hear thar Hand. 
some Art Jowett is going to be the new President of the 
National Association of Retail Ice Cream Manutacturers. 
Congratulations, Mr. Jowett. They couldn't have picked a 
better man. From conhdential sources we also learn that 
next year’s NARICM meeting will be held in Washington, 
D.C 

And now through the courtesy of the Gold Metal Ice 
Cream Co., we bring you our theme song. 

(Accordion player and quartet step behind mike, and 
play and sing first to the rune of Cornell University’s Alma 


Mater, and then to “I've Been Working on the Railroad.”) 
Start Each Day with Health Agleam 


Breakfast on Ice Cream; 
Food to Make Your Spirits Hop, 
Eat Ice Cream—With Frua on Top! 
Want That Glow of Babes Newborn? 
Seart with Ice Cream—Every Morn! 
Wish to Feel, Oh Extra Fit? 
East Your Ice Cream—Every Bit! 

( Pause ) 


We've Been Eating Breakfast Ice Cream 
All the Morning Long, 

We've Been Eating Breakfast Ice Cream 
The Reason for This Song— 

Good With Every Breakfast Cereal, 
Ice Cream Hits the Spot— 

Eat Your Daily Breakfast Ice Cream— 


Start Off Like a Shot! 


G.W.—And now, we bring you one of the most famous 
question-and-answer sessions on radio—The Ice Cream Quiz 
Show. Valuable prizes for the winners that will make “Stop 
the Music” and “Break the Bank” seem like pikers. I see 
in our studio audience quite a few members of that well- 
known National Association of Retail Ice Cream Manu- 
facturers. I'd like a few of them to come forward and 
take their chances with our quiz master. 


(Prot. LQ. enters and prop sign invites applause. He 
comes on in cap and gown and invites members up—groups 
them around microphone, explains rules, prizes and pops 
questions. Asks each contestant name and native city be- 
tore questioning begins.) 


G.W.—Thank you, thank you, Professor, for a grand job 
and to you contestants, may | say you've been wondertul 
sports. We have a surprise tor you now, folks. With us 
today is a milk farmer whose cows have given forth in 
abundance this year with all the good dairy products we 
love so much. Farmer Black has a song he'd like to sing 
for you, a song that was written for this occasion by one 
of the pioneers in the ice cream industry-——John H. Mul- 
holland. It is called “The Dairymen’s Toast” and here to 


sing it for you ts our good friend Farmer Black. 


BLACK: (Takes mike, sings complete song to the cune 
ot “Turkey in the Straw,” then asks audience to join with 
hum for a refrain.) 


Oh, There Was A Little Calf 
And It Grew to be a Cow; 
Think of it Thus 

And Look at Her Now, 

With A Pair of Shining Horns 
And a Hide Like Silk 

She Gives to This World 

Her Wonderful Milk. 


Now with this Milk 
We Do as We Please; 
Some Make Butter 
Others Make Cheese; 
The Best of All to Me 
It would Seem 

The Grandest Product 
Is Good Ice Cream! 


G.W.— Wasn't that wondertul? I'd like you to know that 
the man who wrote the Dairymen's Toast is 84 years old. 
He spent his life in the industry and is now taking a well. 
deserved rest. We love you, John H. Mulholland. 

(Gets another bulletin.) 


G.W.—Oh there's bad news today, folks. Our sponsor 
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Food To Make Your Spirits Hop, 
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Eet Ice Cream--Bith Fruit on Top? 
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just advised us that he is being sued for one 
million dollars. Too bad. too bad. 

But wait, he wires us an invitation to bring the 
microphone to his store for a personal interview 
and a re-enactment of what happened this morn- 
ing. So now tor the first radio scoop in ice cream 
history-—we take you directly to the scene. Stas 
with me everybody, here we go. 

(Music. Curtain opens to show fountain and 
store setup. G.W. and Boss at table mike in 
front of fountain. Clerks enter as conversation 
proceeds. 

G.W.—Ladies and gentlemen of the radio au- 
dience, this is Gabriel Wishingbone again. We 
are now bringing to you an on-the-spot report of 
Seated next to me is Mr. 
Boss, ice cream retailer extraordinary, ready to 


this morning's events. 


tell you exactly what happened. Won't you tell 
the radio audience your story in your own words, 
Mr. Boss? 

BOSS—I was arrested. 

G.W.—Ahem, no, no, not that; go back to the 
beginning, tell us what started the trouble. 
BOSS— Well, I opened the store and was ready 
to do business as usual. 

(Opens racing form and reads as G.W. slips 
out. First Salesman comes in, sits on bench while 
boss reads. 
thenics while other sweeps wildly.) 

FIRST SALESMAN—Good morning, Joe, 
how are you doing? 

JOE—Terrible, terrible; 1 have to get in a half 
hour early every morning and sweep up. 
FIRST SALESMAN—How come? 
JOE—I'm paving off a world series wager. 


bet on the Dodgers and lost. 


onfineard on 


Store clerks enter, one does calis- 
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MATHIE 


Mathieson Dry Ice Service is based 
on 16 modern warchouses strategically 
located to give you swift, reliable, 
proht-saving delivery. 


But Mathieson Dry Ice Service goes 
Baltimore, Md 
Birmingham, Ale. 
from experienced salesmen on methods Charlotte, N. C. 


beyond delivery. It includes friendly help 


for icing trucks, sawing and storing ice, Chattanooga. Tenn 


retarding evaporation and the design Greensboro, N.C. 
Jacksonville, Fle. 


and application of equipment. 
Knoxville, Tenn. 


An inquiry can turn your wants into reality, 
Why not drop us a line today or get in touch 
with your local Mathieson Dry Ice Man? 


Mathieson Chemical Corporation, 
Mathieson Building, Baltimore 3, Maryland. 


Dry ice... . Carbonic Ges . Liquid Chierine .. . Chlorine 
Dicside .. . Ammonic, Anhydrous & Aque .. . HTH Products 
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SERVICE 


Medel ICOL-112. Cubic feet, 
11.2. Molds 260 te 275 aia. 
485 to 500 depending 
on shape of packages 


Styled to build your sales! Vike all Frigidaire Zero 
Self.Servers, this great new model has smart Raymond 
styling that trafhe and really moves ice 
cream! The eve-catehing Zero Self-Server merchandis- 
full-color 
draws customers trom anywhere within 


ing panel — with pictures of tempting ice 


reat dishes 
seeing distance. And the roomy, open-top design helps 


them see what they want reach at ard bury ot. 


Quick change to Sa 
self-service 


These attractive display 
kiv transform any double-row Frigidaire 


lee Cream Cabinet inte a traf: stopping self-service 
case, Steel construction with fluorescent bax k-lighting. 


Available in 3., 4, and S-pieture sizes 


new, BIG Zero Self-Server! 


Medel ICOL-53. Cubic 
feet, 5.3. Molds 115 to 
130 225 to 240 pts, 
depending on shape 
of ice cream pockoges. 


Built to save you money ! Built like Frigidaire’s 
famous Reserve Capacity lee Cream Cabinets, Zero 
Self-Servers have rugged, long-lasting all-steel cabinets. 
Gleaming, One-Piece stainless steel top hides “cold. 
saver coils that keep even the first laver solidly frozen. 
And the Meter-Miser that powers Self-Servers 
the simplest refrigerating mes hanism ever built— carries 


its OWN, Spee ial Year Warranty. 


boot complete information about rigidaire Self- 
Servers, Merchandisers, and Reserve Capacity lee Cream 
Cabinets, call the Frigidaire Distributor or Factory Branch 
that serves vou. Or write Frigidaire Division of General 


Motors. Dayton 2. 


1, Ohio. In Canada, Leaside 
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PROFESSOR |. (DR. 


A. GOULD) INTERROGATES CONTESTANTS DURING RADIO QUIZ SHOW IN CLEVELAND 


FIRST SALESMAN—Thar’s tough. 


this morning? 


Is the boss in 


JOE—Yeah, I'll tell him you're here. (Goes to imaginary 
door, knocks.) Boss, there's a vanilla salesman here to 
see you. 
BOSS—Can't you see I'm busy with some figures? (Rus- 
tles newspaper.) Tell him to wait. 
JOE— (Exits and talks to salesman.) Sorry, Bud, you'll 
have to wait; he’s mighty busy. (Lowers voice) He's read- 
ing the racing form. 
FIRST SALESMAN—Okay, I'l! 

(Woman customer rushes in, talking while nearing 
fountain.) 


WOMAN—I need a half gallon can of ice cream for— 
JOE—Sorry Lady, the store isn’t opened until 10 o'clock. 


WOMAN— (Leaves indignantly.) Well, if that’s the way 
you run your business I'll go elsewhere to buy the ice cream 
and candy for my daughter's birthday party. (As she 
leaves salesman, entering with briefcase in hand, bumps 
into her.) 

SECOND SALESMAN— (Approaches bench, extends 
hand.) Well, if it isn’t Bob, you old war horse. Whar are 
you doing in Sales Falls? I figured by now you'd be sit- 
ting in a pine paneled office on Wall Street. How've you 
been? 

BOB—Fine, Tom, fine. Yes, I should have been moved 
up to the sales manager's job but you know how ofhce 
politics are these days. Besides I didn’t hit it off too well 
with the Boss’s wife. But tell me, how's Mary and are 
there any more Smiths at your dinner table? 


on 


IRATE CUSTOMER, plieved by 


wants what happens 
ratc hen head ar 
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TOM—Sure enough, there’s four of them now. Latest 
one just arrived this week. 
BOB— Well, congratulations; how about a cigar? 
TOM—Weill, er, I pust gave my last one to the Production 
Manager of a big ice cream manufacturer near here. What 
an order he gave me. Bought over $20,000 worth of nuts 
trom me inside of five minutes. Just like that. (Snaps 
fingers.) Yes, sir, I'm rolling in the chips these days. 
BOB—Why that’s great, Tom, glad to hear you're doing 
so well. Say, ah, my car broke down and I need a few dol- 
dollars to take care of the garage fellow. Could you spare 
me $3.00 unn! Sarurday 
TOM—Why sure, sure, anything for you, old boy. (Sticks 
hand in pocket, hesitates, flushes, pulls out some small 
change.) Er-uh-ahem, I must have left my wallet at the 
hotel or lost it or something! 
BOB— Yeah, | see what you mean. Thanks. 
(Third Salesman enters.) 
THIRD SALESMAN—Good morning, gentlemen, are 
you waiting to see the Boss? (Others nod heads.) Well, 
in that case, mind if I join you? Tell me, what sort of a 
tellow is he? I never met him. 
TOM—The boss here? Confidentially, I don’t like to talk 
about my customers, and usually I've got a good word for 
everyoody, but in my book, this fellow is N.G. 
BOB—Yeah, I don't sell him either. (Turns to girl clerk 
who is primping.) Say, miss, I've been waiting an hour; 
will you ask the boss if he'll see me? 
GIRL—Okay, mister. (Goes to and knocks on imaginary 
door.) There's a man here says he's a salesman: been wait. 
ing an hour to see you. Shall I send him in? 
BOSS— (Without looking up) Okay, send him in. 
TOM— (Walks in when girl signals him, greets boss.) 
Good morning, Mr. Boss. How's the wife and children? 
BOSS— (Without looking up) Don’t want any vanilla 
. goodbye. 
TOM—Burt Boss, I wanted to tell you about . . . 
BOSS—See me in sixty days. If your prices are cheap 
enough, I'll talk to you then. Send the next fellow in. 
(Tom exits.) 
BOB—Hello, Mr. Boss, you're looking grand. Guess busi- 


ness is good these days. I want to tell you about our new 


2 
4 


crush proot cones that'll really sell we cream for you. Why 

these cones 

BOSS—No, no cones today . . . the kids won't pay eight 

cents for an ice cream cone anymore. 

BOB—But with the market the way it is today, why don’t 

you sell them for 5 cents and do a big business? 

BOSS—No, sir, why should I bother with all the kids 
THREE SCENES §.- trooping in here with their lietle nickels? For me I'll do a 
he Seressec an 
thd & small business and make a big profit on whatever I sell. 
Ten Rchert J. Geudrauit, Prien Don't tell me how to make money. I've been around. 
BOB— Well, I wish you luck and hope you'll stay in busi- 
| Baris Prast Friendty |. ness. As tor me, guess I'd better move along. Goodbye. 

(Exits and signals to third salesman.) 


THIRD SALESMAN— (Enters, takes out cigar, slowly 
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TS —PROMOTIO 


PIP SHE winter months offer a challenge and an oppor. 
pen t ice cream manutacturers, acording to Tom 
Sweeney, Sales Manager of the I. N. Hagan Ice 
Cream Company of Uniontown, Pa. The challenge, of 
course, exists because of the historical tendency of ice 
cream sales to decrease in the winter. The opportunity, not 
so universally recognized, occurs in the greater possibilines 
for consummating a well-planned promotion schedule in 
the winter months. With a philosophy of increasing ice 
cream gallonage by working with present dealers, the Ha. 
gan Ice Cream Company is well equipped to exploit this 
Opportunity 
It might be said that the Hagan “gearing-up” tor an 
all.out winter sales campaign has. three facets—Products, 
Promotion, and People. 


Product 


Winter gives the progressive ice cream manufacturer a 
chance to use his ingenuity to bring out new and different 
products tor hos customers produc ts, it you please, with a 
personality’ One such is the Hagan Party Roll: Cranberry 
lee surrounded by green mint cherries in vanilla ice cream 


a truly festive pint package 


I. N. Hagan Ice Cream 
Company keeps very busy 
during the Winter months 
with a full-scale public re- 
lations program designed to 
minimize seasonal losses in 
volume. Participation in 
community affairs (see ad- 
jacent photo) is one facet 
of this program. Others 
are described in the accom- 
panying article. 


—PRUPLE 


Various fancy-centered quarts (the word “brick” is out- 
lawed in the Hagan Company as being unappetizing) cater 
to the winter holidays. Examples of these are Pumpkin- 
Center Quarts for Hallowe'en, Turkey-Center Quarts for 
Thanksgiving, Tree-Center Quarts for Christmas, Bell- 
Center Quarts for New Year's, Shamrock-Center Quarts 
for St. Patrick's Day, and many others. 

Unique in the Tri-State area is the Hagan Special Order 
Department, which is more than twice as busy in the winter 
as in the traditional ice cream months. Cut-and-individu- 
ally-wrapped ice cream slices are offered, stencilled with an 

iContwuucd on 54) 
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Pure-Pak adds 
The “JUNIOR” 


ICE CREAM 
PACKAGING 
MACHINE 


PINTS 
PER MINUTE 


® Automatically Forms, Fills and Closes No. 2 Linerless Pint 

® Also available for No. 2 Linerless Quart, or Ice Tray Package. (Prices on request) 
® Packages 1, 2 or 3 Separate Flavors—in any of the 3 Types of Packages 
®@ Precision-Built by the makers of Pure-Pak Milk-Packaging Machines 

® The best buy on the market — Also available on Lease-Rental Plan 


HIGH 


low in Cost 


Pure-Pak Division—Ex-Cell-O Corporation . . . Detroit 32, Mich. 


PLEASE SEND COMPLETE INFORMATION OM 


Pure-Pak “Junior” Automatic ice Cream Pockaging Machine 
T O D AY Pure-Pok Sem Avtomotic ice Pochagmg Machine 
ure-Pak Division 


“Senior” High-speed Fully -Avtonatic ice Croom Packaging Mochine (up to 85 units per min) 
EX-CELL-O CORPORATION 
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| for A Gay Halloween 


problem of satustactory winter time we cream 


volume has much to do, of course, with annual prof 
its Ir may he hoove us first to determine what the 
ind istry performance ts in the winter months and what our 
operators is for that same 


see that total we cream production, 


im performance a% individual 


period In hare I w 


ween inciudes that of wholesalers, 16 almost identical with 


4 
that of manufacturing retaiiers We expect that the 


manutacturing fretaiiers winter-time volume would he 


wher toan the maustrv as A whole. 


perhaps Decause the 
retaiier clorer the consumer, Dut it hasnt appar 


ently worked out that way. By comparison the performance 


Toledo 


is for the same penod on Chart | 


Prankiin Ice Cream Company of 


} 
reasons for the relatively greater vouume 
of season Pv any individual retaiier we 
hat course of action might be tollowed to 


merease winter-tome voiurme for the mdustrvy as a whole 


subject may be divided into the Tolhowing 


nitude toward competition 


of 
AMCisIng work that must precede adver 


Thus artecle based on a talk deimered by Mr. Margolis 
at @ Sales and Merchandising Session during the recent 
convention of the Assocsation of Retail Ice 
Mr. Margolis Vice President of 
the Alled Advertisang Agency and uw Account Executive 
for the Frankion loe Cream 


Cream Manufacturers. 


Hed - Hot 


Volume 
inl 
Ice-Cold 
Weather 


BY CHARLES MARCOLIS 


Allied Advertising Agency 
Cleveland, Ohio 


The problem of getting advertising results 
4. How to measure advertising results. 


There are only a given number of dollars of ice cream 


business transacted in a given shopping area in any one 


month Bur there are a numer of competitors who 
the business? Answer. every one in the shoppin area 
gets some, 


| WHY? 


someone gets more than others 
Because Ke cream “Cuvers preter something ne has. It may 


but 
| 

that means location. It may be 

that means merchandise at a price. It may be 


Ir mav be 


ret(er salesmanship. It 


COMVEMICN. € 
greater vaiue 


better faste means quality or product. 


they like barn rare that means 


‘ 
mav be more pleasant to shop there-——that means a nicer 


store 


Suppose youre not the operator getting most of the 


business in vour area, but vou'd like to get more. HOW? 


It’s ust go your competitor one hetter. 


It wes more convenient reconsider your iocdafron 


prices 


It hus values are liked f 


your own 


review your production, 


It his product tastes better 


It they lke hum more—revrew your saleomans/np. 


It his store more pieasant to sn in remodel yours 


bor ths is certam The comsumer, who is KING, 

where he likes if best, so if vou want fim to visit vou, vou 

must make it casicer tor fim fo do that than to visit your 


The proble t shell is this: First, what 
pe titor proar in a2 mut sneii ts this irst, what 


coed on 
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Egg-Nog ice Cream 
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NUSUAL ie cream products and 
flavors are a good bet for ice cream 
manufacturers thinking terms of 


boosting cold weather sales. Novelties of all kinds have great appeal for consumers who 


are otherwise reluctant to enter we cream stores between December and April. Likewise, 
special flavors go a long way towards eliminating Winter doldrums. 

Advertising, of course, is one of the key phases of wintertime ice cream selling. Re 
produced on this page are typical advertisements published in local newspapers under 


the sponsorship of leading “we cream manufacturers Suc h products as eclairs, ( hristmas 


trees, tarts, pies, egg-nog ice cream and other specialties are featured 


Winter 


Ads 


CREAM 
MES 


e 


Meadow Gold 


Now of Your Dealer's 
Cond 


The Magic Touch to 
HOLIDAY MENUS! 


Ice Cream Freto, January 190 
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VW HEN cold weather rolls around, nobody is very sur- 
prised when the thoughts of ice cream retailers turn 

away trom their scoops and cabinets and settle on 
the profit prospects of hor drinks, bakery goods, and other 
«called winter-time desserts. “After all,” the dealer will 
say, “my customers don't want ice cream in Winter, so 
how can I get them interested in it?” 

An extremely formidable solution to this problem—the 
Party Roll-—-has been developed and has been hailed as “a 
treat housewives will want te serve often.” Currently being 
teatured by many leading ice cream manufacturers as the 
key to increased cold weather volume, the Party Roll Pack. 
age ws enabling dealers to achieve the kind of profit that 
makes them shrug off both the weather and the now anti- 
quated notions that ice cream can't be sold from December 
to April. 

A great deal of the momentum to the Party Roll trend 
has been provided by the facility with which apparatus for 


CONTINENTAL CAN 


* 


Party Holl 
Perks 


its manufacture can be afhxed to present packaging equip 
ment. The special nozzle, pictured on this page, places 
three flavors of ice cream in concentric rings in the Party 
Roll Package when attached to a standard three-flavor 
package filler used with continuous freezers. 

Of course, the package itself is an aid to sales. When 
the consumer opens it, he sees a delicious-looking fluted 
three-flavored roll, no matter which end of the package is 
opened. He simply has to push out the bottom of the Party 
Roll Package, unwind the corrugated liner (inserted before 
shipment to the ice cream manutacturer) and the novelty is 
ready to eat. The illustrations on this page offer insight 
into the type of package used with this sure-fire boon to 
Winter sales, and also indicate the attractiveness of the 
finished product. 

Manufacturers who are currently featuring the Party 
Roll attest to the fact that cold weather blues are a thing 
of the past, and cite the Party Roll as an example of one 
way to combar Winter sales fatigue. 
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Why Bastian-Blessing Makes Your Customers 


Walk into any place of business that has a new Bastian-Blessing fountain 
-~and chances are you'll find a man who's tops in selling ice cream. Why? 
Because Bastian-Blessing arms the owner with an entirely new concept of 
selling. It gives him equipment that enables him to take care of more 
people at one time. It gives him a fountain with sparkling beauty, with 
hospital-like cleanliness! That's what attracts new customers—and 
satishes them in a way that brings them back. 


See the 
Demonstration Kit 


From every angle, a Bastian-Blessing fountain is the most profitable 
equipment for you—and your customer. It is tailored not only to his present 
needs but more importantly, to the increased business he could be doing. 


Shows vou the oa 
LU ndoubtedly, there are many fountain operators in your territory whose tion s faest foun 
potential! is hundreds of gallons more than the ice cream they are now sell. 


tains in full color so realistically 
you ll think you're touring the 
ing. And one of the best ways they can realize that potential is by installing COURITY Of & Mag carpet 
a beautiful, eficient Bastian-Blessing fountain. So, next time you recom- 


Shows your customer how te 
mend a soda fountain— recommend Bastian. Blessing —the equipment that have the fountain he wante 
sells more ice cream. 


in the style and tive to te 
needs 


by giving hum the 4+ 
chance to build it in 


miniature LY 


4215 W. Peterson Ave., Chicage 30, Ili. 


Qvelified Seles and Service Ovtiets in All Principe! Cities 
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BY A. CHARLES DRAPER 


Supervisor, Soda Fountain Planning, Rexall Drug Company 


VIE. LOCATION WITHIN THE STORE 


We have described the location of the store within which 
the fountain is located. We know that it is of prime impor- 
tance that the store itself have the proper location; how 
ever, it tor the fountain be located 
properly within that store to do the type of business that 1s 
necessary to best exploit that location. For example, the 
founcain will do varying percentages of the store's business, 
according to 


| Leeation within the store 


Suse and type of towntam 


4. Type of menu and or standards of tood and service 


the location of the 
fruintain within the store will determine ria large extent 


As we pointed out under “Volume” 


the percentage of the store’s business that the fountain will 
Normally, 
fountain to eat; therefore, for an average percentage of the 


be able to produce the public will walk to a 
store's business, we can give the fountain a secondary loca. 
tion in that store, BUT DO NOT HIDE IT! One good 
pont to remember isthe farther away from the entrance, 


the less chance of capturing “drop in” coke and soda sales. 


ABOUT THIS ARTICLE 
IN THIS FOURTH of a series of articles deal- 


ing with the profitable operation of soda fountains, 
Mr. Draper discusses such topics as the location of 
the fountain within the store, soda fountain values, 
and the choice of equipment for your store. 


The writer emphasives that it is extremely impor- 
tant not to fide the fountain. He goes on to point 
out that soda fountain values are quality, atmos- 
phere, and service, and analyzes these elements. 
This installment is concluded with a discourse on 
equipment, and it is asserted that equipment must 
be designed to do a specific job in a specific location. 


This series will be continued in ICE CREAM 
FIELD'S February issue. 


IX. WHAT ARE SODA FOUNTAIN VALUES? 
The profitable operation of a soda fountain depends 


upon several important factors. On the one hand, we have 
company policy, which dictates what type of management 
we are to have. They are naturally guided by the porential 
of the location, the volume of the store, percentage of 
fountain volume to total store volume, menu, price range, 
etc. On the other hand, we have a set of values—soda 
tountain values. These we must design into the fountain 
trom the planning stage on. Otherwise, we will fall shore 
of the potential by underplanning or build needless cost 
into the fountain by overplanning. These values can be 
classthed as follows: 

Quality 

Atmosphere 

Service 

They are the standards of operation that we feel will 
be the most profitable for the location. By analyzing them 
individually, we can meet on a common ground and speak 
the same language: 

A. Quality: Quality can be either an intangible or a 
specihc. A person may have intangible qualities that be- 
speak good breeding (such as refraining from repeating 
gossip that may injure others). Or a piece of precision ma- 

chinery may have specific quality because it is backed by 
the reputation of the manufacturer and thus accepted by 
the trade because of proven worth. 

So it is with quality on a soda fountain. It may serve 
tood that “Tastes good” or it may have the “best doggone 
hamburger in town,” because the manager buys the best 
quality meat, cooks it to order, toasts the buns just right, 
adds just the right amount of garnish, and serves it attrac- 
tively. 

Quality is also relative. In some locations, it is synony- 
mous with quantity if the portions are filling and the price 
is right. The “Greasy Spoon” might do a flourishing busi- 
ness on price alone; however, the fine restaurant must set its 
standards according to its clientele. 

A soda fountain must plan its menu and the quality of 
the menu according to the location, if it is to survive. 

B. Atmosphere: Again location and type of trafhe dic- 
tates whether we shall run a “popstand” with inexpensively 
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painted wall, rail only, with backless stools, or a tearoom 
type dining-room with comfortable booths, attractive wall- 
paper, indirect lighting, etc. Atmosphere is the subcle creat- 
ment or management of a fountain that makes the customer 
feel comfortable, as though he “belongs.” We often hear 
the expression, “Don’t make it too fancy, it will scare the 
plain people away.” We must strive to give the fourtain 
an atmosphere best suited to the location, so that it will 
appeal to the greatest number. 

C. Service is many things. It is a napkin and a glass of 
water to each customer. It is placing the silver correctly, 
instead of “tossing” it at the customer. Ir is “May | 
serve you, please?” with a smile, instead of “Whatdaya- 
want?” Ir is calling orders correctly—“Scrambled eggs on 
Toast” instead of “Adam and Eve on a raft, wreck ‘em.” 
It is a clean counter immediately after the customer leaves. 
It is the “thank you” when writing a check, or the coffee in 
the cup instead of the saucer. 

Service is synonymous with quality and atmosphere, and 
in planning, we must know what the standards are to be, 
to enable us to plan intelligently. 


X. EQUIPMENT—HOW TO CHOOSE 


Equipment is a broad subject, and an important one. We 
can treat it here only superhicially, because of lack of space, 
so we will concern ourselves only with fundamentals. 

A. Standards: Every organization, whether it be an in- 
dividually operated unit or a large chain of stores, must 
have a set of standards to prevent waste and duplication. 


Large companies prepare a BOOK OF EQUIPMENT 
STANDARDS, which im effect is a buying guide for the 
use of the held. In it are set forth the standards and 
alternate items for every piece of equipment used on the 
tountain, divided generally into three parts. 


lL. Light equipment 
silver, pots, pans, etc.) 

2. Medium equipment (movable, attached to utilines, 
such as coffee urns, warmers, mixers, hot cups, etc.) 

3. Heavy equipment (permanently set, ranges, sinks, 
fountains, etc.) 


(opening order of china, glass, 


The equipment ts usually classihed according to function 
giving the name of the supplier, price, terms, freight, 
weights, and contacts, 

The equipment should be chosen because of (1) suit. 
ability to operations, (2) ease of maintenance, and (3) cost. 


WE MUST KEEP IN MIND THAT REGARD. 
LESS OF WHAT MAKE OF EQUIPMENT WE 
BUY, WE WILL GAIN IMMEASURABLY BY 
CHOOSING THAT EQUIPMENT THAT IS DE 
SIGNED TO DO THE JOB IN THE LOCATION, 
AND UNDER THE CONDITIONS FOR WHICH 
IT IS PLANNED TO BE USED. 


B. How to choose: Certain specthcations must be met 
tor any type of equipment. Often those specihcations will 
vary as “a straw in the wind,” according to the operator 


who is going to use it, however, if we stick to FUNC 
on pege 63) 


Fast is the right word for the Mojonnier 

Cut-Wrap Machine. It cuts and wraps 96 ice cream 

slices per minute, as thick os you want them—5, 6, 7, 8, 9, 
10 or 12 slices per quart. 


@ Cuts labor costs—only 2 full time and 1 part time 
operators needed for complete operation. 


@ Completely sanitary—product contact surfaces of 
stainless steei or white metal. 


@ Handles standard 8 qt. slabs 6'4"' x 26" x 27s". 


@ Easily moved from place to place—operates wherever 
220 volt electrical outlet available. 


@ Small floor space—height of unit 53’, length 86” 
(including receiving table), width 24”. 


For greater efficiency, a Mojonnier Service Engineer installs the 
Cut-Wrap and instructs plant personnel in its operation and mointe- 
nance. Get full details aow. Write: 


MOJONNIER BROS. CO., 4601 W. Ohio St., Chicago 44, III. 


Ice Cream Fiero, January 1950 


is 
wht 
‘ 
a 
: 
Wale, 
: 
i 
a 


BY HARVEY H. ROBBINS 


Chicago, !linois 


PONE Parathned Carton Research Council was tormed 
] hve years ago to bring together all available pack. 

aging information on products using parafhned car. 
rons, and to make further studies into unportant problems 
in package merchandising. The work is financed by nine 
leading parathned carton manutacturers. 

The Council's primary objective is to help the industries 
we serve, having in mind that there is a great need tor 
more facts on which to base marketing decisions and that 
on the average, decisions can be no better than the facts on 
which they are based 

The Research Council's first contribution to the ice cream 
industry was the distribution tree last year of the 47-page 
illustrated book, entitled, “Packaged Profits,” reviewing 
new trends im ie cream production and merchandising. 
Dhis book presented an authoritative and umely analysis ot 
new and significant developments in the production and 
merchandising of we cream. 

As we studied the ice cream business it was evident that 
there was a need tor more up-to-date cost and profit data 
at the retail level. Surveys indicated that drug stores stll 
represented the largest single outlet tor ice cream. Yet 
many drug stores were taking out their soda fountains 
There was a great need for more tacts and hgures along 
the lines of the Se. Louw Drug Store Survey of 1931 and 

So, early this wear the Parathned Carton Research Coun. 
cil approved a project to get current and reliable cost and 
profit information on the drug store. The survey neces- 
sarily had to cover the whole drug store, but the principal 
objective was to get information that would help the ice 
cream manutacturer and the retail druggist sell more ice 
cream, and to help the druggist make more money on his 
sala fountain 

The Marketing firm of Alderson & Sessions, of Philade! 
ohia, was given a comprehensive research assignment to 


PROFITS 


The Paratfined Carton Research Council 


This article ix based on a talk delivered durmg the recent 
convention of the Internatwonal Association of Ice Cream 
Manufacturers. 


44 


study drug store costs, profits and merchandising charac- 
teristics in all major departments, but to place special em- 
phasis on problems of the soda fountain. 


The Parafhned Carton Research Council is releasing 
digests of the new Alderson & Sessions report in three 
parts. The first two have already been published. The 
third and final report, which is a comprehensive study of 
the actual costs and profits in representative drug stores, is 
released tor the first tume here today. This is the most re- 
vealing part of the study and it is our expressed desire to 
give members of this Association an advance review of the 
hndings. 

[ will review briefly what has preceded in our first two 
reports. The first report was published in the May, 1949 
trade magazines under the title of, “Where can Profits in 
Drug Stores be Increased.” I: analyzes trends during the 
last two decades in drug store sales, costs and profits, with 
special emphasis on the soda fountain and the position of 
packaged ice cream. 


Open Display 


Here it is pointed out that like a lot of other businesses, 
the retail drug store has changed in the last twenty years. 
The trend toward open display merchandising has accele- 
rated. Many new types of merchandise have been added. 
Drug store profits have been decreasing, however—thus 
making more important the need for more sharply defined 
departments and better inventory and cost control. With. 
out taking more time on this phase, I point out that drug 
stores with fountains sell more non-fountain items than 
stores without fountains. 

The second report, released in September, 1949, is titled, 
“How Drug Stores are Merchandising Ice Cream.” Mer- 
chandising characteristics of 489 independent and chain 
drug stores in eight cimes throughout the United States 
were studied. These cities, selected to give a cross section 
of the country, were Los Angeles, Birmingham, Buffalo, 
Milwaukee, Philadelptua, St. Louts, Wichita, and Spring- 
held, Ohio. The drug stores in these cines were picked by 
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Vogt SilverStar 


Outstanding performance from every angle 
—product, operation, time savings-—thats what 
the new “Star” model Vogt Freezers promise 
you. They are setting new standards for 
high-volume production of better tasting ice 
cream, close control of overrun and easy, 
dependable operation. The Vogt's highly 


sanitary, easy-to-clean design is outstanding. 


Simplified controls assure easy operation. 


Profit-making advantages like these really 


pay off. “Vogt Frozen” means profits for you. 


Send the coupon or see your Cherry-Burrell 


representative for details. 


Vogt Silver Star — the all stoimiess continveus treerer 
Alse, the White Star with steiniess product contect syur- 
feces ond steiniess and white enoeme!l base Three sizes. 
Capacities te 400 gollens per 


Famous Vogt Commander Freezers are be- 
ing built and are available without delay. 
Sizes for freezing from 40 to 150 gallons 
per hour. 


Cherry Burrell Corporation 
Dept. 120, 427 W. Randolph St. 
Chicago 6. [il 


Send me bulletins as indicated 


CHERRY-BURRELL CORPORATION 
Genera! Soles and Executive Office 
427 W. Randolph Street, Chicago 6, ill. 
Milk and Food Piant Equipment and Supplies 


FACTORIES, WAREHOUSES. BRANCHES. OFFICES OF DISTRIBUTORS 
AT YOUR SERVICE IN Se CITIES 


Vogt Silver Stor Freesers 
Vogt Commander Freesers 
Have representative call 
Name 
Address 
City Zone 


Treniimiter 
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approved random sampling research methods and analyzed 
by experienced marketing specialits. 

It is not intended to present these data as representing a 
national sample or as portraying an average drug ctore, 
although to some extent regional differences in merchandis- 
ing methods are reflected. This second report gives evidence 
that a high percentage of drug stores are noc meeting the 
basic requirements of merchandising on ice cream. The 
principal merchandising and marketing facts as found 
in ice cream outlets today are disclosed here. You will be 
given reprints of these two reports which you can study in 
detail at your leisure since there are too many facts and 
All ice cream 
salesmen should have these reprints as part of their sales 
training portfolios. A supply will be made available to 
any ie cream manutacturer who will write the Parafhned 
Carton Research Council in Chicago. 

The material that follows reviews the third and final 
digest of our drug store data. The primary objective of 
this third report was to determine the costs and profits of 
the soda fountain in comparison with the rest of the drug 
store, and also to determine the costs and profits of the 
various products sold at the soda fountain. 

For this part of our study eight independent drug stores 
were selected, one located in each of the same cities sur- 
veyed under the second phase of our study—namely, Los 
Angeles, Birmingham, Buffalo, Milwaukee, Philadelphia, 
St. Louis, Wichita, and Springheld, Ohio. Experienced sen- 
wor analysts, under the supervision of merchandising re- 


they are too umportant to go over hurriedly 


Dimensions Width 33” 


Length $5” 
Cepecity 35.7 ow. 


Scientific Construction 
All svealed—weter tight 
Overlapping seams Ye 
All ewtede perts plated 
Gabenired 


Meight 4° 


wavletion afl sides 
bottom 
Furnabed eth trailer hitch 


4 ighting tyttem optone! 


cert 


sede ners 


ACORN SHEET METAL MFG. CO., 


search specialists, made intensive analyses and cost alloca- 
tions in each of the stores. Special time studies, trafhe analy- 
ses, flow charts, control test records, and an analysis of all 
of the operating figures derived from the stores’ regular rec- 
ords served as a basis for the final determination of costs 
and profits in each of the selected stores. 

The eight stores selected were located in neighborhood 
shopping districts. None was in a downtown area. This 
third phase is essentially in the nature of “case studies.” 
Projection of the results to cover the whole of the United 
States, or even all independent drug stores, would be neither 
statistically reliable nor feasible. 

The selected drug stores’ volumes ranged from $70,733 
to $171,360, with an average of $103,302. The well known 
Lilly Digest has a store average somewhat lower, at $86,059. 
The U. S. average of all independent stores for 1948 was 
$54,000, On the other hand, the average volume of chain 
stores was $211,000, and the average volume of all stores, 
chain and independent, was $65,000. 

For the purpose of this analysis, drug store products were 
classihed into four major departments: 

|. Seda Fountain, including bottled beverages and meals 

2. Tobacco, candy and magazines 

3. Prescription, limited to written prescriptions only 

4. Drugs, toiletries, and sundries 

The eight-store average indicates that the test stores rep- 
resent fairly wel! balanced types of drug store operations. 
While these stores are not being presented as a representa- 
tive group of stores, it is interesting to note that their sales 


TRAILERS 


Hook on to car, trailer, or cegular ice cream 
delivery truck for hauling extra gallonage 
or for direct street vending. 


The Most Economical Way to 


HAUL - DELIVER - STORE - VEND 


for greater gallonage in 1950 
PRICE 


ony 9495 


F.0.8. CHICAGO 


*Above for dry ice style body. 


Also available with hold-over plates or can be 
mechanically refrigerated. 


Write now for complete information. 


INC. 


625 W. JACKSON BLVD. 
CHICAGO 6, ILLINOIS 
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Formula Jor Firm Profits in 1950 


1. improved Quality 
2. Lower Costs 


Van-Sal helps you both ways . . . by improving the flavor- 
quality of your vanilla ice cream . .. by lowering your 
vanilla costs. Decide now to try Van-Sal throughout the 
year. A test will prove that “The Industry's No. | Vanilla” 
gives you more in flavor, more in economy, more in service. 
Make ‘50 better with Van-Sal . the better vanilla. 


hy, 


S. H. MAHONEY EXTRACT CO. 


: 221 £. CULLERTON RD., CHICAGO 16, ILLINOIS 


distribution by department approximates the 1948 natien- 
wide data of Drug Topics. 

This percentage analysis of the sales contribution by 
major departments reveals that three specialized depart- 
ments—soda fountain; tobacco, candy and magazines; and 
prescription—contribute more than one-half of the volume 
of the test stores. 

The soda fountain alone accounts for 
stores’ 


39.2" of the 
Tobacco, candy and magazines 
account for 31.7°,. Consequently, these two departments 
combined account for 70°, of the stores’ transactions. 
These were the high trafic departments. Seven out of 
over ten sales were made in these two departments. 

The fountain and prescription departments show a rather 
constant gross profit picture. 


sales transactions. 


Both departments are con- 
cerned with manufacturing processes. Written prescrip- 
tions actually led the other departments in both gross and 
net earnings, indicating that the druggists in some of these 
stores were better pharmacists than fountain managers. 
Observations in the stores themselves revealed that the 
main reason for better control in prescriptions is the fact 
that all of the store owners were registered pharmacists 
and spent much of their time working in the prescripttion 
department while very little time was directed to the soda 
fountain. 

Although the average soda fountain in this eight-store 
group yielded a net profit of 1.7°., a breakdown of net 
profit by stores reveals that the four profitable fountains 
earned an average of 12.4°,. The four unprofitable foun- 
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tains suffered an average loss of 9.1 cents for every sales 
dollar. There was thus a 21.5-cent differential existing be- 
tween the average profitable and unprohtable soda fountain 
in this group, but only 4.4 cents average difference in the 
soda fountains’ gross profits. 

Now compare the prescription net profit averages tor 
the different stores. They are about in the same range, but 
the losses were controlled better. Imagine how much more 
net profit there would be on the fountain if the druggist 
gave as much attention to that department as he does to 
the prescripion department. The challenge to ice cream 
manufacturers is that you have a responsibility to show him 
how he can make more profit on the soda fountain. 

Let's now center our attention on the soda fountain 
alone. If adequate net profits are not obtained it means 
that the store has either failed to figure on adequate gross 
prohts or that operating expenses have to be greatly re- 
duced. 

Again | wish to caution that, although the average fg- 
ure for the soda fountain in this eight-store group shows a 
17°, net proht, the se drug stores should be treated as 
separate “case histories.” The eight-store average figure is 
not represented as the average U.S.A. drug store onda 
fountain profit. The breakdown by store reveals that the 
four profitable fountains earned an average of 12.4, 
while the four unprofitable fountains suffered an average 
loss of —9.1°,,—-that gives a 21.5°, spread between the 
average profitable and unprefitable soda fountains. 

Unless costs are allocated and net profits by products 
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are hgured, a thorough analysis can never be made, but the 
problems are laid out before us. Our eight stores reveal 
that factory-packaged ke cream was the only product 
handled profitably im all test fountains. In addition to be- 
ing prohtably handled, the rate of net profit on packaged 
«we cream was almost three times as great as that for bulk 
take-home we cream, which was the second most profitable 
product in the soda fountains. 

In the four profitable fountains, 26.1. was earned on 
packaged ice cream as compared to 22.3',, earned in the 
unprofitable fountains. Low operating expenses were in- 
herently the primary reasons for the high profit stability of 
packaged we cream. In the eight test fountains, packaged 
we cream expenses averaged 13.3 cents per dollar of sales 
and bulk take-home ice cream expenses averaged 24.4 cents, 
while fountain expenses as a whole were 34.2 cents. 

The rapid turnover of soda fountain merchandise far 
outstrips the other departments. While the fountain ac- 
counts for approximately one-third of the sales volume, 
$1.2), the merchandise inventory investment represents 
only ¥) of the total store inventory investment. The 
fountain turnover was 15 times greater than the prescrip- 
rion department and six times the turnover of all depart. 
ments combined. Among the fountain products alone the 
rapid turnover of the three take-home ice cream items not 
only keeps down inventory but also means less storage 
capacity, lower electricity, power, and losses due to wastage. 

Another feature of earning potential can be calculated 


Try thie special blended formula in your marbleized 


ice cream. Whip or pump the sauces easily and eco- 
nomically. 


Peckeged 5 geliee stee! poils Requests ter 
working semples end prices given prompt eaettentior 


BOY E ~ B ROS. Pa 


by computing the number of dollars actually earned dur- 
ing the year on a given investment. Three times the money 
can be earned on the soda fountain in comparison to the 
over-all store, and that factory-packaged ice cream, at the 
phenomenally high rate of $235.94 per $10 invested, had 
the top earning potential. A point to note in observing the 
losses on fountain preparations uw that if your product does 
not make adequate profit, the higher the turnover the more 
money you lose. 

Perhaps the most important single fact contained in 
this survey, looking at it from a constructive side on be- 
half of ice cream manufacturers and their ice cream deal- 
ers, us that you cannot operate a modern drug store without 
trafhe, and the soda fountain is a very umportant source of 
trafhe——-we pointed out that the soda fountain alone ac- 
counted for 39.2. of the total sales transactions of all 
stores. 

The low over-all profit from the fountain and the losses 
shown on ice cream preparations are the challenge to the 
ice cream and drug industries. The story of fountain losses 
and profits is wrapped up in problems of management and 
cost control. The evidence is that the fountain needs to be 
given more dignity and importance. 


Soda fountains won't run themselves. Druggists should 
not fail to recognize the positive profit possibilities of pack- 
aged ice cream in the soda fountain set-up. In merchan- 
dising products today, the less control needed, the greater 
the possibility for profit. Factors in favor of this packaged 
ice Cream are: 

Need no training to sell 
Low labor cost 

Low rent cost 

Low inventory cost 
High turnover 
Uniformity of profit 


> > ~ 


Selling time, an important element in labor costs, showed 
packaged ice cream transaction time at an average of 40 
seconds. From self-service cabinets it was 3 to 15 seconds 
lower. Bulk take-home ice cream transaction time averaged 
106 seconds. Other fountain preparations averaged 92 
seconds. 

Selling costs were one-third of fountain expenses. Broken 
down, packaged ice cream selling costs averaged 4.5), per 
sales dollar. Bulk take-home costs averaged I1.lc. Ice 
cream preparation costs averaged 20.0c, and non-ice cream 
preparation service costs averaged 23. 3c. 

Fountain space costs were almost one-fifth of all foun- 
tain costs. Packaged ice cream space costs averaged 3.4c 
per sales dollar. Bulk take-home space costs averaged 4.9c. 
Ice cream preparation space costs averaged 7.6c, and non- 
ice Cream preparation space costs averaged 10.5c. 

The desire of the Parafhned Carton Research Council is 
to increase the sale of ice cream. We think these research 
reports, done by an outstanding firm, suggest that ice cream 
manutacturers should be gearing their own sales training, 
promotion, and advertising plans to the new market condi- 
tions. Packaged ice cream, we think it is indicated, should 
have an integral and equivalent part in over-all company 
promotion by every ice cream manufacturer. 
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...an Exclusive” for ice cream men... 


sP A now available in America! 


For the first time in America, the only gelatine stabilizer ever 
developed specifically for we cream is now available. 

It's the famous English gelatine, SPA. 

To develop this remarkable gelatine, a new and unique process 

had to be created. And the result is a stabilizer with a 

combination of properties ideally suited to ice cream manufacturing. 
SPA is a pure food gelatine—not a substitute or a synthetic. 

It is a product of B. Young & Company, who have been making 

fine gelatines since 1818. 

spa offers a decided price advantage, too. You will 

save money by using SPA—yet you can produce ice cream that is 
superior in body, in texture, in every way, 

SPA is arriving in cargo after cargo. We are ready to serve your needs, 


speedily and promptly. We welcome your inquiry. Write today to: 


B. YOUNG « COMPANY or AMERICA, wtp. 
20 EXCHANGE PLACE, NEW YORK 5, N. 
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NE of the most signihcant trends to occupy the at- 

tention of ice cream manutacturers in recent years 

us the drive to increase home consumption of ice 
cream by offering the consumer “home-made” ice cream 
cones. Aware of this, some of the leading manufacturers 
of cones and come cups have developed programs to aid 
ke cream manufacturers in promoting take-home purchases 
of these cake products. Among the cone companies who 
have pioneered in this fernle held are the Illinois Baking 
Corperation, Chicago, and the S&S Cone Corporation, 
New York City 

Linder the Ilinotws Baking Corporation's program, the 
ioe <feam manufacturer supplied with packages ot 
“Rainbow Pak” Sate-T Cones at the wholesale price. He 
places this display with the ice cream retailer who ordi 
narily features a special price for a package of ice cream 
and the package of Sate-T Cones. 

A Variathni arf this system was efte ted by the cone firm 
in cooperation with Midwest Dairy Products Corporation 
of Chicago. A box of twelve assorted color Safe-T Cones 
was offered tree of charge to consumers who purchased 
a halt-gallon package of ice cream. 

An approprate counter display for the Take-Home-Pak 
that is brhoeraphed in seven colors, with printing areas left 
blank has been developed by the [linois Baking Corpora. 
tron for sale use display is adapted the 
specifications of individual ice cream manufacturers and 


can te wmprinted with their trade marks The displays 1s 


then die<ut so that the package of we cream actually fies 
under the arm of the boy (see photograph at top of this 
page) 


S&S Cone Has 3} Plans 


Three cone promotomal mechanisms have been devel 
oped be the S&S Cone Corperanon. One calls tor a com 
bination offer of we cream scoop, and “Sweetheart” Cones 


ata bargain comsurmers Prices of each item are 


llinois Baking And 
9&9 Cone Firms 


support Trend 


indicated as is the saving when the combination 1s bought. 
Another program entai!s the establishment of the cone 
package as a free premium with the purchase of a certain 
quantity of ice cream. The third phase of the firm’s cam- 
paign is the promotional of the cones alone as a sales help, 
with accompanying suggestions for tie-in purchases of ice 
cream. (See photograph at bottom of this page.) 

Appropriate displays, made to the ice cream manufac- 
turers’ specifications, are provided by the cone company. 
Extensive point-of-sale materials support the three pro- 
grams. 

Each package of “Sweetheart” Cones features original 
recipes with which housewives can vary their application 
ot the cones. This is in line with the thinking of Morris 
Yohai, execute of S&S Cone Corporation, who firmly 
believes in encouraging—in every possible way—the home 
use of cones and SCOOPS. 
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Coupon Plan 


| AUNCHING of a new campaign to introduce house- 


wives to the idea of serving ice cream cones at home 


has been announced by the Maryland Baking Com- 
pany with main ofhces in Baltimore. This program was 
conceived to keep pace with the trend to home consump- 
tion of ice cream cones and cone Cups, which the company 
feels will be responsible for a marked increase in ice cream 
sales. 


The first phase of the merchandising plan, as suggested 
by Maryland Baking to ice cream manufacturers, calls for 
the mailing of penny postcards to consumers in pre-deter- 
mined areas. The coupon itself or an accompanying leaflet 


explains that by purchasing a gallon container of the manu- 
facturer’s ice cream from a loca! dealer, and upon presen- 


tation of the coupon, the consumer wiil be given free a 20c 
package of Maryland Baking Kreem Kups. This phase 


covers the first month of the promotion. 


Second Month 


During the second month of the campaign, the same type 
of coupon ts prepared and mailed to the same homes. This 
coupon, however, provides for a Flare-Top Ice Crear Cone 
free with the purchase of a quart of bulk ice cream. Deal- 
3 ers exchange a cone filled with a No. 24 scoop for the con- 
sumer’s coupon. 


Again, during the third month of the promotion, a cou- 
pon is mailed to the homes of consumers. In this case, 
the coupon is redeemable for a free Home Package of 
Mother Goose Drinking Straws with the purchase of a 
half-gallon or gallon of the manufacturer's ice cream. 

It is suggested, however, that there be included in each 
Home Pack of Mother Goose Straws a coupon redeemale 
during the fourth month for either a Se Flare-Top Ice 
Cream Cone or a 10c¢ Eat-It-All Kup. If the Eart-It-All 


Kup is selected as the premium, it is recommended that 
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Marland Baking Co, 
Features 4-Month 


MAKE YOUR OWN 
ICE CREAM CONES 
AT HOME 


| Lecal Newspaper | 
inserts price 
vin this space. 
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the coupon be redeemable at retail outlets by the presenta: 
tion of the coupon and a nickel for the purchase of the 1c 
item. It is believed that the inclusion of a coupon in the 
Home Pack of straws creates a sustaining fourth-month 
promotion for the ice cream manufacturer and his dealers. 


Advertising Materials 


Abundant supporting advertising materials are provided 
by the Maryland Baking Company to help make the cam- 
paign successful. Counter displays, back-bar posters, win 
dow streamers, newspaper advertisement mats (see photo- 
graph at top of this page), and radio spot announcements 
are supplied. Suggestions are made as to how the ice 
cream manufacturer (and his dealers) can make the most 
effective use of these sales aids. 


The Maryland Baking Company does not consider its 
merchandising program, aimed at increased home con- 
sumption of ice cream and ice cream cones and cups, a new 
one. Ir is po'nted out that the larger food manufacturing 
companies and three major soap companies as well as many 
drug and cosmetic manufacturers have found that coupon 
redemption and premium promotions have increased their 
volume of busiress considerakly during the last few years. 
The cone firm bleieves that the principle is definitely ap- 
plicable to the ice cream industry and can be expected to 
result in greater gallonage and greater profits for all con- 
cerned. 

That there arc credible grounds for such an assumption 
has been indicated in the reports of several large ice cream 
manufacturers who have described the growth in sales re- 
sulting from their establishment of campaigns to promote 
the home use of cones. Clearly, the introduction of ice 
cream cones and cone cups into the homes of Mr. and Mrs. 
John Q. Public is one of the most important trends in the 
history of the ice cream industry. 
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Contest chasm at Jume 3D 


ICE CREAM 


Hs to introduce a completely new design for a 


package of ice cream and simultaneously gain many 
customers for your product was effectively illus 
trated by H. P. Hood & Sons one of New England's lead. 
ing ice cream manufacturers, who conducted a series of 
eight promononal consumer-dealer contests recently to focus 
attention on the firm's new “Polka Dot” pint container 
While definite fgures were nor available, Carl E. Peter. 
son, lee Cream Sales Promotion and Merchandising Man- 
ager, disclosed that the money provided for the contest 
SOK) in prize money was given away—proved to be a 
“highly satisfactory” investment 
Participants in the contest were required to complete the 
statement “I like Hood's Ice Cream in the NEW Pint 
Package because "tn twenty-five or less additional 
The entries were written on ofhcial entry blanks 
and included the name of the dealer from which the forms 
were obtained. With each entry, a panel from the new 
package showing the name and address of H. P. Hood & 
Sons was required 


words. 


Top winner in each of the communities in which contests 
were conducted received $300. Second prize consisted of 
$100, and tour other prizes of $25 cach were awarded. The 
dealers who prowided the entry blanks to the various win- 
ners received corresponding prizes of $150, $50, and four 
A total of 3°50 was 
allocated tor each of the cight COMMUNI Ties 


awards of $17.0 each. respectively 


lo stumulate interest un the contest, and subsequently in 
the “Polka Dot” package, newspaper advertisements, win- 
dow displays and point-of-sale posters were employed. A 
Four dif- 
one dumng each week the 


The 


sample at cach type is reproduced on page 
terent newspaper ads were sed. 


‘day promotion was in effect in cach community 


series of contests began in May, 1949, and ended Decem- 
ber 14, 1949. and each contest was conducted in a different 
part of New England at a different ume. 

The reason for the “stagger system” was the matter of 
inventory, according to Mr. Peterson. Hood had on hand 
a supply of the old-style package, and due to the size of 
their operation, it would have been impossible to effect the 
promotion at the same tume in all locations. Furthermore, 
manpower would not have been available to instal! the num- 
ber of window displays desired—-4000 such displays were 
set up-—tf the contests were run simultaneously. 

The new package, featuring the festive red and blue 
polka dots, was developed by the Hood advertising depart- 
ment and outside consultants. Besides its distinctiveness 
ot design, this package has several other outstanding char- 
acteristics, including the facility with which it can be op- 
ened. This “flick of a finger” feature was played up in 
the Hoed advertising program. 


TYPICAL ADVERTISING 


TAKE OWE You. 
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.. and watch your normal dry stops sell more 
bulk ice cream this winter. Install an H-L 
Twin-Single Fudge Warmer in every low 
gallonage outlet. Make possible better winter 
merchandising for every retailer. Hot Fudge 
Sundaes — delicious hot sauce and ice cream 
combinations will sell more bulk —a sound 
ice cream merchandising method. Remember the 
Twin-Single . . . lists at only $28.50 . . . gives 
double variety in half the space — ideal where 
space is at a premium. And don’t forget the 
H-L Fountainette . . . lists at only $99.50 . . . fits 
any standard freezer cabinet — makes possible 
extra year ‘round sales in all dry stops. You'll like 
the greater volume — your outlets will like the 
added profits — your sales force will like the 
increased sales and new stops — and everyone will 
like the way the H-L equipment pays for itself 
out of new business. Write now for details. 


WOT CUPS FUDGE WARMERS WARMERS SERVICE STATIONS 
Helmco-lecy fountain accessories — famous for twenty-Ave years 


1215 Fullerton Ave., Chicago 14, Ill. 


Eastere Seles Office: 172 25th Hew York 
Western Seles Office: 950 Flower St., Les Angeles 15 
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mfinite vanety of designs including hgures appropriate to 
the various holidays, lodge and service club emblems, play- 
ing card symbols, ad inhnicum. But the “glamor girls” of 
the specialty department are the fancy forms or molds 
individual statuettes of ice cream, carefully colored and 
painted with vegetable coloring. Among the eighty-six 
different molds available from the Hagan Ice Cream Com 
pany are Santa Claus, Candle with Candle Stick, Live 
Turkey, Roast Turkey, Bells, Slippers, Sitting Rabbit, 
Crouching Rabbit, Baby in Cradle, Uncle Sam, George 
Washington, Bride, Groom, Cupid, Four Leaf Clover, 
Harp, Ear of Corn, truits, vegetables, and flowers. 

Causes for increased demand tor these items in the win- 
ter are three: Hagan does a great deal of business with 
schools and hospitals, there are more holidays in the win- 
ter, and more effort is made to sell these items during the 
winter months. 


Completing the winter picture from the standpoint of 
“product” are Ice Cream Tarts, Ice Cream Pies, and such 
outstanding “flavors of the month” as Diced Pineapple, 
Cherry Festival, Maple Nut, and Cherry-Vanilla. 

Holding the view that no product, however good, will 
sell itself, the Magan Ice Cream Company maintains a year- 
round, planned advertising and promotion program to sell 


its products. This program is not the least reduced in the 


winter tine. 


Backbar festoons are installed in dealer stores. These 
advertise fountain items where appropriate; carry-home ice 
cream otherwise. Window dispiays installed during this 
period feature carry-home ice cream. 


Since Hagan changes flavors and features each month, 
some flexible means of advertising these items must be used. 
Window posters or streamers, on backbars, windows, doors, 
or wires, have been found the most effective means of 
achieving this end. These are prepared by the silk screen 
process, and distributed to Hagan salesmen at the Sales 
Meeting at the end of the month. The salesmen ride the 
ice cream delivery trucks to post this advertising-——a means 
adopted to assure that no dealer, however small, tails to 
receive his new advertising. 


Handsome Handbills 


Hagan maintains a stock of handsome handbills, on 
which can be unprinted any “special” a Hagan dealer wants 
to feature. These are constantly available to dealers with- 
out charge to them, with the stipulation that they take care 
of distribution. Handbills are also useful for a store open- 
ing, remodeling, or like occurrenve. 


Hagan is an extensive user of newspaper advertising, 
both institutional and promoting specific products. In the 
case of the latter, every effort is made to ascertain the 
tangible, definite results from that advertising. Several 
changes in the newspaper advertising schedule have been 
made as a basis of this follow-through. An interesting and 
unexpected “plus value” to the Hagan Ice Cream news- 
paper advertising schedule was discovered when it was 
learned that a campaign charged to the Hagan Milk ad- 
vertising budget, stressiny purchases of premium milk for 
bortling by the dairy branch of the Hagan business, was 
reflecting favorably on the ice cream as well. 


It should be noted that the Hagan plan which calls for 
new ice cream flavors and new point-of-purchase advertis. 
ing each month, lends itself remarkably well to tying-in 
with the various promotions arranged by industry groups, 
such as the Cherry-Vanilla promotion plan for January and 
February, the Apple Pie with Ice Cream promotion recently 
completed, the Fruit Cocktail Sundae promotion, and 
others. 


But advertising is only part of the Hagan promotion 
plan. One of the most important other sales-stimulating 
devices is the use of contests. Hagan ts so thoroughly sold 
on contests that there us seldom a time when one is not in 
operation in some division of the company. 


An example is the halt-gallon contest conducted in Sep- 
This stimulated competition between 
the route salesmen at hve Hagan plants, as teams. There 
were no individual prizes; each man prospered only as his 


tember ot last vear. 


tram prospered. The purprarse at the contest was tO en- 
courage the sale of more bulk half-gallons; it was so suc. 
cessful that four men surpassed 200°, of their quotas, and 
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Hagan half-gallons for that month were increased to 14.7", 
of total package sales. 


In November there was a different kind of contest—this 
time for salesmen. They competed to sell copies of a book 
providing a fountain and inventory control system for soda 
fountains. When they sold one of these books, of course, 
they instructed the dealer in its use and helped him get 
started with it. Likewise highly successtul, this contest ac- 
complished the purpose for which it was designed—making 
the dealer conscious of the profit he was actually making 
on Hagan Ice Cream, and of the fact that his ice cream 
company was confident enough of that profit to encourage 
him to keep accurate records. Contests for consumers are 
also used from time to time. 


Perhaps more in the line of public relations, bur still pro- 
motion, is Hagan'’s participation in the many community 
festivals, fairs, and the like that occur during the fall and 
winter months. In 1949, the company entered a beautiful 
float in the gigantic Labor Day parade at Cumberland, 
Md.; the famous Mountain State Forest Festival at Elkins, 
W. Va.; the Preston County Buckwheat Festival at King- 
wood, W. Va.; and the Fall Foliage Festival at Uniontown, 
Pa., among other places. This was a fine good-will builder. 
Also, there were Hagan booths at many community fairs. 
These booths were found to be most successful when they 
uesd some sort of a contest, or give-away scheme. A fur- 
ther advantage of this was that people could turn in entry 
blanks on which they would answer one or two questions of 
a survey nature for the company’s use. 


This matter of surveying the public’s preferences, as to 
we cream products and service, is an integral part of the 
Hagan promotion program. 


"We believe in keeping at it 
all the time,” 


say Hagan officials. “After all, the real suc- 
cess of any business lies in finding out what the public 
wants and then giving it to them. To this end we use every 
opportunity which presents itse‘f for us to learn public 
preferences.” One effective medium for this purpose is the 
Welcome Wagon Service. When the hostess calls on a 
newcomer, bride, new mother, or engaged girl and presents 
her with a card authorizing her to receive a quart of Hagan 
lce Cream at her dealer, she asks three survey questions. 
These are turned in to the company weekly and are tabu- 
lated for guidance. 


People 


In the winter time the Hagan Company plans many ac- 
tivities in what might be called the human side of its busi- 
ness. For one thing, meetings of the entire Sales and Dis- 
tribution Department, discontinued during the summer, are 
resumed. Carefully planned and rehearsed, these get- 
togethers show the route salesmen and others some definite 
ways to increase their own personal incomes and help the 
company’s business. The emphasis is on novel and original 
methods of presentation; skits, stunts, games, question. 
naires to the accompaniment of the popping of flash bulbs, 
the ringing of bells, sounds of applause, all combine to 
make these meetings lively affairs. Leadership is in the 
hands of Hagan executives and salesmen and any outside 
talent brought in for the occasion. Part of the monthly 
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sales meeting is used in oreparation for the larger Sales 
and Distmbunon Meeting. 

Dealer meetings provide another means of stimulating 
friendship and interest on the part of another portion of 
the Hagan family. These are usually held at centrally- 
located dealer stores, and provide merchandising education 
as well as tellowshup. 

Schooling has its place in the Hagan scheme of things 
ron Last winter the Hagan salesmen studied, at com- 
pany's expense, the Elmer Wheeler “Sizzle” Sales Course, 
to prepare them to instruct dealers in efhcient and effective 
mans of retail salesmanship. Now the men of the Hagan 
sales force are participating in a course, “Human Relations 
in Selling,” being presented in Pittsburgh. 

Also, dealers and salesmen of the Hagan Ice Cream 
Company are encouraged to attend any or all of the classes 
of the dispenser training courses presented at Magan Dairy 
Stores. (These stores operate as a “laboratory” 
company’s planning.) 


for the 


Another feature of the Hagan personnel program, in 
fact its climax, is the annual Hagan Party, usually held 
near Christmas, to which every Hagan employee is invited. 

With a history of 71 years in the ice cream industry, the 
Hagan Company has many veteran employees. These folks 
can remember the ice-and-salt days, when the ice cream 
plant closed down in the winter time, and employees looked 
for jobs some place else ull spring—-a far cry from today’s 


whirl of activites! 
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How To Go Broke 


THE 


Master of Ceremonies 
Gabriel W ishingbone 


Quartet 


Protessor 1. Q. 


Quiz Contestants 


Farmer Black 


Boss 


Joe 

First Salesman 

First Women Customer 
Second Salesman 

Third Salesman 

Male Customer 

Second Weman Customer 
The Boss's Daughter 


The Three Russians 


CAST 


(in order of appearance ) 


Suiney M. Maran, 
ICE CREAM FIELD. 


Robert Cooley, 


Carnation Company. 


Duane Poulterer, German- 
town Mfg. Co.; Jim Pryor, 
Keystone Cone Co.; How. 
acd Strayer, Limpert Bros.; 
and Louis J. Tranzillo, Jr. 
ICE CREAM FIELD. 


Dr. I. A. Gould, 
Ohio State University. 


Walter Tucker, Franklin Ice 
Cream Co.: Peter Seroheck. 
er, Kine Cole Ice Cream 
Co.; Clark Sullivan, and 
Mr. Wales. 


Hioward Black, 
Black Cherry Co. 


Ed Maier, Northwest Cone 
Co. 


Mrs. Gordon Post, Best Ice 


Cream Co. 


Howard 


Roy Moersch, Valley Dairy 


Stores 


Milton Stuhiberg, Lindner 


Ice Cream Co. 


Mrs. Anthony Kainz, Kainz 
Dairy Stores. 


Prestley Blake, Friendly Ice 


Ice Cream Co. 


Liovd A. Greene, 
Dairy Stores. 


Clyde Fowler, Pittsburgh, 
Pa. 


Mrs. Walter Dotterweich, 
Franklin Ice Cream Co. 


Bards 


Mrs. Bryce Thompson, Mil. 


ler Dairy Farms. 


bd McCormack, S. H. Ma- 
honey Co.; Edward Tenin, 
Tenin Ice Cream Co.; and 
Robert J. Gaudrault, 
Friendly Ice Cream Co. 


Harry Burt, Good Humor 
Corp. 


waves it under boss's nose, who comes up with it, takes it, 
both sit down. Boss sighs and lighes up.) How would you 
like to smoke Corona Superbas every day, Boss? 

BOSS— Ahhh. 

THIRD SALESMAN—And light them with dollar 
bills? 

BOSS—Ahhhh. 

THIRD SALESMAN— Well, sir, I've got it. Don’t just 
sell we cream; sell something with a razzie dazzle. Why 
I've got an item that will sell a million sundaes a year. 
Bring the kids in from all over the town. They'll pound 
on your doors to buy it. You'll be the town hero, the next 
Mayor—vyou'll be rich. 

BOSS—Don't torture me, show me quick! 

THIRD SALESMAN — (Stands up, sweeps off hat 
showing propeller cap underneath.) Here it is, boss, just 
put one on every ice cream sundae. A windmill sundae. 
Imagine, it’s sensational, it’s terrific. You'll be the talk of 
the town. 

BOSS — (Jumps up and down, grabs propeller hat.) 
Great, send me a gross. 

THIRD SALESMAN—Righto. (Calls out.) Bring ‘em 
in, boys. (Men troop in, carrying cartons which are 
dumped all over the fountain and floor.) 

BOSS—Put 'em anywhere, boys. (He shakes hands with 
Third Salesman, who leaves, and the Boss dances with the 
propeller cap. Meanwhile a customer has entered who 
stands at the fountain watching in disgust, waiting for 
service impatiently. Joe and girl clerk ignore him. She 
primps while he picks his teeth. Customer blows cloud of 
dust of fountain and kicks papers off the floor, etc.) 
CUSTOMER— (Sarcastically) Is this an ice cream store? 
GIRL—(to Joe) Another wise guy. 
CUSTOMER—How about some service? 
tons out of way.) 

JOE—Sure, sure, with ya in a jiffy. Can't ya see I'm busy? 
(Goes through motions of tacking up big display sign 
reading, “All 20c sodas now 25¢.” He drops sign, then 
hammer in clatter.) 

GIRL—W atcha want, Bud? (Slides glass of water down 
fountain.) Here's your H.O. 

CUSTOMER—Thanks. (Pauses to wipe water off his 
suit.) I'll have a malted milk, if you don’t mind. 

GIRL CLERK — Why didntch say so sooner? (Grabs 
shaker, two stuck together, bangs them on counter, pulls 
apart, both slip to floor, picks up, wipes dirt off with 
sleeve, smiles at the customer as she reaches for a hairnet, 
takes time to fix it, then starts searching tor the dipper 
which she finally spots at other end of counter.) Hey, Joe, 
throw that dip down, will ya? 


(Pushes car- 


JOE— (Without looking up, flips it in general direction. 
Girl and customer duck while girl grabs for it wildly and 
misses. } 

GIRL—Gee, Joe, it's broken. (Joe comes over to examine 
it.) 

JOE — Yeah, [ll get another out of the stockroom. 
(Throws dip away.) 

CUSTOMER—Maybe you'd better change that to an 


ice cream cone and let me get out of here. 


Ice Caeam Frecp, January 1950 


| 
‘ 

: 
‘ 
; 
: 
: 
4 
pid. 

| 

| 

a 

‘ 
| 

| 

| 
| 
te 

2 

° 


WOMAN CUSTOMER— (Enters, puts dime on coun- 
ter, speaks in high pitched voice.) So sorry to bother you, 
but I simply must call my mother-in-law. It’s simply scan- 
dalous the way John's treating me. Oh, you don’t know 
John, do you? Well, as 1 was going to say, have you got 
two nickels for a dime? Oh, thank you. (Goes offstage, 
still calking.) And will I cell that mother of . 
CUSTOMER—W har about my ice cream? 
GIRL—Coming up in a minute. 

(Child enters, says hello to everybody and goes to Boss's 
office.) 

CHILD— (Throwing arms around boss's neck) Pop, you 
know I love you; may I have a nickel please? 

BOSS— What did you do with the last nickel I gave you? 
CHILD—Pop, don’t be like that, let me have a nickel. 
BOSS—All right, all mght; I don’t know why you don’t 
ask your mother. Here it is; now run along and don’t 
spend it all in one place. (Child leaves Boss’s office.) 
JOE—How did you make out, Nancy? 

CHILD—Ir was easy, I gor my nickel. 

JOE—Whar are you going to do with it? 

CHILD— (Flipping coin.) Why silly, I'm going down to 
Schultz's Ice Cream Store and get me an ice cream cone 
tor a nickel. So long. 

(Russians in uniform march in, walk to table, wave Boss 
away, bow to each other sit down, arms akimbo and one of 
them pounds table for service. Clerks look at each other, 
ignore first customer and come to table.) 

FIRST RUSSIAN— (Starts talking in gibberish with oc- 
casional Russian word to indicate that they want something 
to eat. Clerk suggests sandwiches, drinks, etc., suggests ice 
cream soda and they all drool with pleasure. First Russian 
says “Wait,” goes to phone, calls Moscow, asks for Krem- 
lin, asks for Stalin, talks in gibberish pleading with Joe 
tor ice cream soda. Finally bangs receiver, returns to table 
dejectedly and says to his companions:) Joe say Vodka. 
(They stand, shrug, troop out. As they exit, Woman Cus- 
tomer returns from phone booth still talking.) 
WOMAN CUSTOMER— (Stops, puts hand to mouth) 
Oh, I almost forgot (Goes to fountain, pulls out bottom 
box of Kleenex, the rest toppling onto the first Male Cus- 
tomer. The customer bangs his hat on the floor, reaches 
tor the ice cream cone held out to him by the girl clerk. He 
bites into it and shrieks.) 

CUSTOMER—Oww, ouch, I broke my teeth on your 
infernal gold pieces in the ice cream. (He goes to Boss 
while yelling for police, and claps his hand on Boss's shoul. 
der.) I’m gonna have you arrested and sue you for a mil- 
lion dollars. (Boss puts his head in his hands, looks glum.) 

(Enter Pied Piper pushing ice cream vending cart.) 
PIED PIPER—Here you are folks, get your ice cream 
trom the Pied Piper of the ice cream industry. Step right 
up. Come and get it. 

JOE—Say, everybody, it’s the Pied Piper himself. Let's 
buy some good ice cream. (Clerks and customers and other 
actors enter stage, crowd around Pied Piper shouting to be 
served. Boss looks up, shrugs, puts hand in his pocket.) 
BOSS—Mighr as well give me some too. 

CURTAIN 
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WAY TO SELL MORE 


BULK ICE CREAM TO 
THE HOME MARKET! 


Scoop deal 


ea luring 


Everybody lowes ice cream Ever bewes 
cones! And everybody ber 
gain! Thats the Bey te 


the gieet heme martet Sweet j FREE! 
hearts seectal deat Gell! arewed te ere 


heart cones packed for 
heme wee Get complete Getatle today’ _| POINT OF SALE 
DISPLAY! 


“SUGGESTED RETAIL DEAL 
12 Sweet-heart Suger Cones 19c | 
1 Sweer-heart Scoop 79c 
Galles ice cream $1.00 \ 
1.98 
requler price Write or wire ter 
NOW for all 3 iteration ‘sed 
| other details. 
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NEW 


GIANT WAFER 


100KS BIGGER! 
SELLS BETTER! 


EMPIRE 


WAFERS 


Empire quelity Waters 
ere especially 
fer ice treem send- 
wiches The blending of 
weter end ke creem 
gives Empire tend- 
wiches their delicious 
taste and their excep- 
tiewe! ebility te sell 
every month 
et every yeer! Send 
fer samples tedey ... 
You Usee why Empire's 
your best buy! 

S Ask ebeowt our new 
NICKEL SANOWICH 
weter! 


EMPIRE BISCUITS 


30 Weverly Avenve, Breeklyn N.Y. 


Division of Airtine feeds 


does our consumer want in store, product, sales personnel, 
sales and merchandise plan? Second, how can we give it to 
him? The approach, it seems to me, is to review these tour 
factors in terms of what your competitor has and try yeur 
very best to outdo him in them, thereby giving the con- 
sumer better all-round value. 


Merchandising Work to Precede Advertising 


lee cream for the most part is convenience goods mer- 
chandise. This is the reason that every corner store sells 
ice cream, When the consumer wants ice cream he usually 
thinks in terms of the most convenient place to go for it 
and that usually means the neighborhood drug or grocery 
store. So long as we rely for our business on the appeal 
of convenience only, the only business any of us will get is 
what comes to our store because we're more convenient. In 
But in the 
wintertime, in the face of a shrinking market, convenience 


the summertime, that volume may be sufhicrent. 
goods volume is not usually enough. The conclusion is 
apparent. We need to bring our customers from other cor- 
ners to where we are, particularly the wintertime customer. 
We want him to walk willingly four or five or more city 
blocks out of his way to pass other ice cream stores so as to 
buy from us. That's the big question. What can we do to 
our product and price to endow it with the ability to bring 
customers trom more distant lox atnons/ 

is taken to 
describe the preference that a consumer may have tor one 


In marketing. the term “selective demand” 

brand of a product rather than another. How then may we 

AN maror 

our ice cream with a point of superiority 


create “selective demand” tor our ice cream? 
way is to endow 
and individualizing characteristics. If that individualizing 
characteristic can provide a genuine benefht that similar 
products do not provide, that’s best. If it provides only a 
talking point, that's next best. Both types of difference 
trom competitive products are essential. For example: 
staple ice cream is sold in pints and quarts. Fancy ice 
cream may be sold as rolls, slices, molds, center bricks, pies, 
cakes, tarts. In fountain merchandise with Franklin, Hot 
Fudge Sundaes at 18c are standard merchandise and Jug 
O’Fudge Sundaes, with more ice cream, more tudge, more 
whipped cream, more nuts at 40 are fancy goods. In effect 
we say, “Dear customer: You can buy pints and quarts 
anywhere, but if you like delicious rolls, slices, molds, etc., 
you must come to Franklin. Similarly, Hor Fudge Sundaes 
are common anywhere, but Jug O’Fudge Sundaes you get 
only at Franklin.’ 

Apart from individualizing product, price is a major fac- 
tor determining selective demand tor staple goods. The act 
of reducing price for a limited time on staple merchandise 
endows that staple merchandise with an individualizing 
characteristic and thereby provides a reason for Selective 
Demand tor that merchandise. However, it is most impor- 
tant to recognize that selective demand provided by tem- 


porary price reduction will not provide continuing demand 
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unless product quality, physical store, personnel salesman- 
ship, and selling plan are strong competitively. In other 
words, the customer started with price appeal will not stay 
with you long enough to liquidate the cost of starting him 
unless the other factors are absolutely right. To sum- 


marize both these devices: 
1. Individualized fancy goods product and 


2. Reduced prices on staple products 
have proven their ability to make people go out of their 


way to buy. 


Getting Advertising Results 


This problem cannot be solved unless the eight minor 
problems of which it is composed are each solved first. In 
solving these problems nothing less than the maximum of 
concentrated, logical and objective thinking is employed. 
There is no room tor pet notions and stereotypes. 


1. Having an objective. 


Advertising cannot produce sales volume if a specific ob- 
jective has not been determined. Ar Franklin we do not 
believe in saying in ads “we are a good company, fine peo- 
ple, and we make good ice cream.” We don’t believe that 
type of statement is believed by many people. We do not 
believe that words denoting quality have a real ability to 
make people feel that quality is actually present. We be- 
lieve in the ice cream business that quality of product is 
proven only by actual taste. We feel, :f we were able to 
say our product was good we wouldn’r sell as much ice 
cream as if we said “Look what we have, something that 
most others don’t have, here’s how much it costs, go get 
some right away.” In other words, we do not believe in 
institutional advertising for ice cream retailers. We be. 
lieve only in direct-action advertising to induce a non-buyer 
or a new customer to buy the first pint. From then on it’s 
up to product-quality, store personnel, physical store, and 
sales plan to keep that customer happy enough so that he 
will buy repeatedly and thereby make us happy. 


How much fo spend—bud get. 


It is my firm opinion thar it is quite possible to operate a 
prohtable ice cream business without the use of conven- 
tional advertising media, such as newspapers, direct mail, 
hand bills, radio. Advertising is a minor factor influencing 
sales volume. If proper attention is given to the factors of 
product quality, store appearance, and sales personnel, | 
believe that a profitable business may be operated for an 
indefinite period. 

How then should we look at advertising? Advertising 
may be considered as an additional selling tool which some 
business men may choose to employ, but which is not neces- 
sary to success in the ice cream business. 

Advertising, however, if used properly, can accomplish 
three tasks. 

1. It can get new customers started buying your 
product at a lower cost per new customer, than any 
other means. It cannot, however, convert new customers 
into steady customers. Only the product, store and 
service can do that. 


2. Advertising may provide an additional tool for 
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\ OUTDOOR SIGNS 


¥ Yes . . . attractive, colorful outdoor 
é signs by MULHOLLAND-HARPER are 
; directing the way of millions of 
i people to the brands and retail out- 
é lets of America’s foremost ice cream 
companies. 


\ The fact that the day of real COMPE- 
> TITION is already here, suggests imme- 
diate consideration of your OUTDOOR 
SIGN program...more modern design 
. more color... illumination. . . 


; replacements for shabby installations. 
* Get in touch with us today! We will 
¥ glodly work with you on the creation 
‘i of exclusive sign designs featuring 
is YOUR BRAND... and in keeping ‘ 
with your budget. 


TACONMY STREET PHILADELPHIA 24 
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the control of volume, t some extent compensating 

and adjusting for the factors of temperature, economi 

conditions, price vananon and competinve effort 

Advertising may help a growing business grow 

taster by increasing the rate at which new customers 

are acquired 

As to the amount to spend on advertising I don't know 
what the mght amount uw. Perhaps it's a matter tor the 
Board of [Dhirectors to determine, based of their own in 
clination toward the use of advertising as a tow! for sales. 
of sales, and we 
like to think that it provides perhaps three to hve per cent 
of any given month's sales, and that the supplementary 
values are in the points mentioned above. By season, four, 
hve and six percent are spent in the winter months, and less 
than 


At Franklin, our budget annually w ¥ , 


in the summer months. We have found thar ad 
vertiang for us is more mmportant as a creator of sales 
volume in the winter months than it is in the summer 
months. To say this in another way, we feel that because 
of the smaller market for ice cream in the winter tume, ad- 
vertising in those winter months is less e the in its abality 
to get attention than it ws in the summer months, but more 
important as a creator of sales volume in the winter months 
than it is in the summer. 

After having tried all of the conventional media our pro- 
gram iu now concentrated in the daily newspapers with 
large space advertising to do the city-wide promotion job. 
Television tests are planned for 1950 


An tce Cream Manutacturer writes .. . 
We have improved the body and texture of 
our ice cream since using VELVA-CREME. 
We are satistied that VELVA-CREME is the 
best ice cream stabilizer that we have ever 
tried. 


CHART I 


(COMPARISON OF MONTHLY SALES 


FRANE MANUFACTURING TAN. ans (NOUS TRY 


Previously, the media used which were discarded for in- 
sufficient evidence of ummediate sales results were car cards 
and radio. 

Point of sale material is, of course, used. 


When to Spend—-Timing 


The problem of timing may be divided into three groups. 
|. Tuning by season 
2. Timing by time of month 
a. Holidays 
b. Non-holidays 
Timing by day of week 
a. Timing by season has been discussed 
above 
b. Tuming by time of month, we have di- 
vided as follows: 

In holiday months such as Thanksgiving month, Chnist- 
mas month, Hallowee'en month, etc. we advertise lightly 
at the beginning of the period and increase the size and 
frequency of ads as we approach the holiday itself, with 
the last ad appearing, if possible, only one or two days 
before the holiday. For non-holiday months, such as June, 
July, August, and January after New Year's Day, we 
spread the appearance of advertising evenly throughout the 
month without any concentration whatever. 


What to Advertise 


In holiday periods we advertise appropriate fancy goods 
items such as pumpkin center rolls, for Thanksgiving or 
Hallowe'en, and bell center rolls for Christmas. 
holiday months we have advertised in 1949 the half-gallon 
plus non-holiday rolls, sometimes at regular price, some- 
times at reduced price for limited time only. 

It has been interesting to watch half-gallon activity in 


In non- 


our two markets Toledo and Cleveland. In the beginning 
of this year halt-gallons in both markets, we feel, had spe- 
cialty appeal, and at that mme we advertised half-gallons 
at standard prices. Later on in the year competitors intro- 
duced halt-gallons in the same markets and we feel helped 


us make halt-gallons staple merchandise. Art that time we 
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ALES appeal in your package is more im- 
portant than ever, as self-service grows. 
Efhiciency in packing is vital, too. 

These qualities you're looking for in ice- 
cream packages come from good materials, 
good design, accurate production, top-notch 
printing, rigid inspection— backed by “know- 
how” and sparked by continuing research. 


CHECK THESE FEATURES of 
Bloomer Bros. Pint Linerless Box 


> Sporkling white, special-formula boord .. . made 
in Bloomer Bros. mills especially for ice cream 
containers 


Snug-fitting, square corners 
> Velvet smooth, uniform waxing 


> Precision die-cutting and forming to close 
tolerances 


> Slot and tongue closure for easy closing by 
machine or hand . . . and positive lock 

> Single thickness opening flap eliminates machine 
snori-ups .. . saves 25%, of storage space 


> Accurate, approved measure 


» In stock designs or to your order .. . printed on 
modern presses with the very best inks 


Approved by all makers of machine filling 


equipment 
Send for free samples 


NEWARK 
NEW YORK 
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Damp. Tex super-cnamel can be appled to surfaces 
despite monsture, heat, fumes and many other ex- 
treme conditons. les water-proof tim retards de- 
tertoration, increases cfhoency, turns depressing, 
dingy interiors into gleaming, porcelaia smooth 
beauty. Resistant to fungus, 2% caustic solution, 
seem and lactic acid. One coat covers. Comes in 
white and colors. Used in over 4000 plants. Write 


for our trial SS 


‘ Wigery 

Proved Resistant Prewed Lactic Acid 
by TEST Resistant by ACID TEST 


STEELCOTE MFC. LOUIS, MO. 


THE CREAMERY PACKAGE MFG. CO. 
Matiens! Dist of Deme lee Products te the Detry bndwetry 
ALSO SOLD Canada PACKAGE MPG. CO 
OF (TD, 267 2, Onterte. 


commenced to advertise half-gallons at reduced prices for 
lamited time only, thus re-endowing our ‘, gallon with spe- 
cialry appeal. That these tactics seem sound is indicated 
by an increased volume about four mmes over the previous 
year. 


What to Say 


An ad is reproduced herewith which combines the sales 
idea of reduced price with the advertising idea of a name 
and a reason for the sale. This copy is typical of the price 
appeal advertising we have published. We feel that rhe 
essence of good ice cream advertising ss product pictured 


prominently at a price, with an advertising idea coupled 
with it. 


Our feeling us that the unusual shape of fancy goods ice 
cream, reproduced large, has unusual attention value and 
taste appeal to the consumer, and everything is therefore 
subordinated to that major goal. [llustrations are always 
photographed for what we feel is greater realism than wash 
or line drawings can provide. 


Very obvious! tancy goods ice cream cannot be adver- 


tised if it is not available. Similarly advertising effective- 
ness is increased greatly if store personnel can be induced to 
push the advertised merchandise, and if store display mate- 
rial does its own silent selling job on the advertised mer. 
chandise. 


To Measure Advertising Results 


The importance of this phase of promotion ts apparent, 
It we know what works, we can do more ot it, and if we 
know what doesn’t work, we can do less of that. Measur- 
ing advertising results provides a tew thousand difhculties. 
However, this is how we do it. We watch total sales and 
advertised merchandise in the case of city-wide promotion. 
In the case ot lox alized store promotion, as with direct mail 
and handbills, we watch coupon response which has varied 
tor us between 3°, and 38°, 


The final thought I should like to leave with you, which 
I hope will influence your attitudes toward advertising as 
a sales tool for you is this: Don't expect to get the cost of 
advertising out of your sales of advertised merchandise in 
the day or week following advertising. It almost never 
happens. On the other hand, assign to your advertising the 
task of getting new customers to buy from you the first 
ume, and of re-activating old customers. That will cost 
you a lot of advertising money per new customer started. 
I am sure it will cost you more to get that customer started 
than you will recover from him in his first purchase. 


How, then, can you make money by spending money 
this way? In only one way. It your product ts good and 
your store us located mght and is pleasant to shop in, and 
your sales people are really good sales people, they will con 
vert that one-time buyer into a regular customer. That 
regular customer's purchases, over a period of time, will 
provide enough accumulated gross profits to give you back 
the cost of advertising which started him buying from you, 
and hereafter he will be a profitable customer to you. And 
praise be to that regular customer, for he is the source to 
us of all good things. 


Crram Freco. January 1950 
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Fountain Operation 


from page 43 


TIONS and OPERATING STANDARDS, we will gain 


a vardstick bw which to measure. 


1. First, and most important, it must meet the operating 
standards of the company, or individual (assuming he 
knows what he wants) and of the location. By location, | 
mean menu, volume and values. 

a. Example: (disregarding make or price) A griddle in 
our company must have a plate 18 x 24 and two burners. 
However, in commissary-served stores, we specify four 
burners. This is to allow the operator more burner space 
on which to bring food up to temperature before placing in 
the steam table. 

b. The plate must be of heavy cast metal for even heat 
distribution (we find that for our operation, thin rolled 
plate is not satisfactory, because it causes “hot spots.”) 

c. We require the burners to be gas, because in trying 
eggs, the fry cook must be able to bring up the heat fast 
and drop it fast to prevent scorching. (This does not 
mean that electric burners are not satisfactory. We choose 
gas burners because they sutt OUR CONDITIONS.) 

d. It must have a grease trough large enough to drain 
the plate quickly. The trough should be either at the left 
end or on the front unless the pan extends all the way from 
front to back and can be easily removed from the front, in 
which case the grease trough can be along the rear edge. 
(This “spec” is obvious, since it is difheult to remove a 
full pan at the rear while the griddle is hot, and it ts always 
hot when the pan needs emptying.) 


2. The griddle must meet good construction standards 


and be made of good materials with a practical design that 
is easy to clean. (If it is electric, it must be U. L. ap- 
proved.) 

a. The size must be such chat it will fit in our standard 
cooked-to-order section. 

3. The price must be competitive. 

4. The manufacturer or supplier must be in a position to 


render local service and give assurance of prompt shipment 
of parts. 


C. Who muitiates standards: In order for standards to 
be set up in any company or “shop,” it is necessary that 
ONE individual coordinate al] information regardless of 
the scope of the operation. It matters not who the indi 
vidua! is, so long as he has access to all of the operating 
standards and information. For this reason, he should be 
in a central position. In our company, this function ts per 
formed by me as Supervisor of Soda Fountain Planning 
and Equipment Standardization. 


D. Flexibility of standards: When the Constitunon of 
the United States was adopted, our forefathers made sure 
that it. would be flexible, by addition of the amendment 
clause. We should have the same foresight in setting up 
our standards, whether they are for equipment or operation 
generally, because as trends change, so will need tor new 


and better operation and equipment. 
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2. WAYS TO MAKE SALES TRIPLE 


by blending with RIPPLE 


FUDGE RIPPLE as basic 
standard flavor, every mon 


ds ot 
ippic 
ale trom * Ready 
wat aad pour ato 


anilla cream a leaves 


syre MONTHLY SPECIALS from 


Fea 

vors 
7 tast-selling RIPPLE Fla 
Sauces 
and Chocolate 


ral trial quantities 


from hundee 


che 


¥oa 
chroughou 


Ready-Tot 


ional 


Marnhmallow Sead todsy for 


CHERRY 


RUARY 


FeaTURE 


Well gladly send you information oo making Ripple 


ice (reams, and prices of our Ripple equipment 


Adams at Fulton « PITTSBURGH 12. PA. 
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By DOR. C. D. DAHLE 
Technical Editor, ice Cream Field 


Mix Preblems? 


You hawe tawored us with we cream formulas in the puast and 
we will appreciate it very much uf you will help us Out agam 
along these lunes 

We matalled a new vacuum pan last spring and at the present 
tune are manulactunng } tw | condensed skim for use im our 
mis, and would hke to use a } to | comdensed whole milk instead, 
as it would save us considerable separating 

With thus in mind we would lke to have formulas for an 1! 
per cent max and a 14 per cent mix, containing the following 
ingredients: 40 per cent cream, 4 per cent whole mulk, } to | con 
densed whole milk made from milk conmtauming 4 per cent burter 
tat, sugar, and gelanm. We want the resulting miu to contain 
15.5 per cent sugar and 0.4 per cent gelatin with a total solids of 
4) per cent 

Will you advise us as to whether wm your opmion the } w | 
whole milk condensed will make just as good a mux as the 3 to | 
condensed? 


Address your ques 
to Or, C. DO. Dahle 

lee Cream Field 19 W 
44 St. New 18 N.Y 


tions 


Answer 


You can make just as good we cream from condensed whole 
milk as from condensed shim milk. I figure the 3 to 1 condensed 
whole milk will contain 12 per cont butterfat and 25.4 per cent 
serum solids. I, therefore, have calculated two mixes—one for 
10 per cent fat and the other for 14 per cent fat as you have re- 
quested, and | am aung the ingredients which you listed in your 
last letter. 


ios 
14.1 
390 
20.2 
13.5 13.5 
gelatin 0.4 


100.0 


230 
14.9 


40% cream 
4% 
condensed whole 


1000 


If the 14 per cont uo a little thick as ut goes over the cooler, cut 
down liutle on the gelatin. I belweve per cent gelatin 
probably would be enough om this mix. The 10 per cent mix will 
not have 40 per cent total solids as you requested, but only 39 
per cent, because | would not recommend using more than 12 


per cent mulk solids-not-jat because of the danger of sandiness. 


l'se of Buttermilk Powder? 


We would appreciate you opinion as to the use of spray and 


roller sweet buttermilk powder in the manufacture of we cream 
mix unstead of skum milk powder 
We have had and are still having wonderful success with the 


tollowing formula for ice cream mun: 


$25 
B76 ibs 
79 Ibs 
220 lbs 
7S Ibs 

7 Ibs 

5.25 tbs. powdered egg 


ib. sale 


sweet cream 
liquid skim milk 
powdered skim 
cane sugat 

dried corn syrup 


stabaliaer 


If the sweet buttermilk powder u substituted for powdered 
skim, what should he the proper propornon? 


Ice Cream Fretp, January 19 
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Answer 


You may ax sweet cream buttermull powder past lhe you ane 
dry shim milh. | have not had any eapersvence with the dried 
buttermilk made on the roll but | have used drved buttermill made 
by the spray method and found ut to be an excellent product. Y ox 
are familiar with the fact, of course, that & comtams more fat then 
dried chim milk. 

analyced your formala and found your we cream te contem 
the following: 12.3 per cont fat, 104 per cont serem soleds, 174 
per cent total mger solids, 0.41 per cont stabslicer, and 0.525 per 
cont egg solids, making «4 total soleds content of 41.253 per cont. 
am this formule would result in good ice cream, and if you 
use buttermill powder you may use ut to mabstitute all of the dry 


French Ice Cream ? 


We have receiwed a request from an important we cream 


manufacturer for information relative to the production of so 


called French ice cream. It us our understanding that this type 
of ice cream contains whole egg and we also understand that in 


ttractive 


Samitary 


| OR RIS | 


many metances, so-called French we cream contains very letle 


egg and a varying amount of egg shade coloring 
We would be very anxious indeed to learn a great deal more 


about French we cream if only for our own edihcation. We 
would also appreciate learning as to whether coloring has ever 
been introduced in the favoring agents such as vanilla 


Ans wer 


French soe cream us recognized in Pennsylvansa and other states 
as an ice cream containing «a definite amount of egg yolk solids. 
In Pennsylvania French we cream must contam at least 10 per 
cont butterfat, to conform with our we cream standard. It aw 
must contan, beginning September 1, 1.4 per cent egg yolk solids. 

The egg yolk solids in French ice cream can be supplied in any 
forms. One may use fresh eggs, frocen eggs, dried egg yolk, dried 
whole egg, etc.. but the end product must contain 1.4 pounds egg 
yolk solids im Pennsylvania. 


Hardening Trouble? NO CAPITAL INVESTMENT : 


We have trouble with our vanilla ice cream keeping too soft You do not have to own a year's supply of 
It will not harden in the hardening room and we had to take cans at any one time. 25% of your can 


—— a our — cabinets. It's too soft to requirements will be delivered ta each 
calendar quarter of the year. 
We are using the following mix: ¢ 


2 40% cr 
eth BUY CANS as you sell | C E CREAM 
140 Ibs. sw. cond. skim 
240 Ibs. sugar 
7.5 lbs. stabilizer 
1 tb. sale (table) 
Can you help us solve this problem? 


Manulactured and Distributed by 
meiS PAPER MILLS 
Chicagse, 


‘ 

2 


M 
138 
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New 


Upon my return from a several weeks absence | found your 
letter awaiting me. The compontion of your mia is such that I 
don't «we how vou should have trouble with the vanilla ice cream 
bem geoft, Your mux tests only 14.4 per cont and therefore In Citic 
thould hold very well im the cabinets. The only answer I can 
suggest is that perhaps somebody uw making «4 mistake im the Pistributed on tha Coes! ty 


amount of sugar that they are adding, or the amount of sweetened PAPER COMPANZ 


leo Distebeted by 
RRY-BURRELL CORP. 


condensed that they are adding to the mix. 

Flavors such as strawberry and other fruits should make for 
softer swe cream than the venidla. Therefore, a looks to me as if 
something is wrong in the amount of mgar you are adding, al- 
though your figures are correct. 


Ice Fretp, January 1950 
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hansas 


Gienn L. Exhholrz of Beatrice Foods Company, Wichwa, Kan 
sas, was elected Presdent of wnd Milk 
Imatitute, following the group's annual convention held in 
Topeka on December 4, 5, and 6 

Other ofhcers elected were Willis D. Jones of Victory Cream 
Emporia, Vice-President; A. R. Bodune, Jo-Mar 
Lares, Salina, Treasurer; and Dale M. Bryant, Executive Secre 
tary (re-elected) 


the Kansas Ice Cream 


ery “ompany 


The supplymen, Kansas Jack Rabbits, also held their meeting, 
Clark as Presdent; R. W 
cent; and A. © Sweeney as Secretary- Treasurer 

Returing Prendent W 


free 


Porteus as V we Pres 
Buckiey was chairman of the bus 
beatured speakers at the first aston were Robert 
North of the International Association of Ice Cream Manufac 
turers; Neal Kelley of the Nanonal Dairy Counc! and Owen 
Richards of the American Dairy Association 

The guest speaker at the only luncheon was Howard B. Grant, 
Publisher of low Canam Freiup. He was presented by President 
Huckley as the outstanding authority on merchandising and orig. 


mator of the lee Cream tor Breakfast program 


MOWARD GRANT 


sroup Elects 


Lichholtz: 


Holmes Is Illinois President 


In the second session, Eli Rosenbaum of Dawid Michael Com 
pany talked on “Growing Vanilla in Puerto Rico” and gave his 
analysis of the current vanilla stuation. He was tollowed by a 
program on the work of the milk industry foundation with talks 
by Charles Speaks, Hubert Garrecht and |]. A. Reitzel 

The timal-day session featured an Ice Cream Panel with wm 
torma!l talks, questions and answers by Lester A. Perkins, Ralph 
Tr. Gardiner, Prof. W. H. Martin, C. W. Cozad, L. J. Roth and 
Ed Hunt. The entertainment and social events were arranged 
by the Jack Rabbits 


Holmes Heads Hlinois Association 


NHARLES Holmes, President of the Champaign San:tary 
C Milk Divisen of Beatrice Foods Co.. Champaign, Ill., was 
elected President of the Illinois Dairy Products Association for 
1950, at the 17th Annual convention of the group, held in Chi. 
cago at the Hotel Morrison, December 12, 13, and 14. He 
‘ucceeds W. Ross Llowd., President of the Benson Creamery Co 
Decatur 


|. R. Downing, President, Downing Bros. Rock Island, was 
elected Vice President and M. G. VanBuskirk, Chicago. was re 
apointed Secretary and Treasurer. New directors chosen were 
Milton Kinare, Forrest Milk Products, Forrest; A. HM. LeGrande, 
Beatrice Foods Co. Champaign; H. L. (Dean) Ashton, Choco 
late Products Co, Chicago; Ed. Credicott, Freeport Dairy Prod. 
ucts, Freeport; Car! Hansen, Beatrice Foods Co., Champaign; 
Harry Chapin, Tampico Creamery Co., Tampico; H. E. Powell, 
Mullers Rocktord; Harold Coss, Dairy, 
M. Damgard, Valley Ice Cream Co., Streator; Robert 
Borden's, Elgin; R. Burke. 
Chicago and |. R. Sremmwart, Oarman Bros, Aurora, 
and W. Ross Liowd, Decatur 
H. L. yDean) Ashton, Chicago, was elected President of the 
Lnow Dairy Products Boosters Associranon, with George New 
man, S. |]. Wolff Co., Chicago, Vice President, and Ted Schedler, 
W yandorre Chemicals, Chicago, Secretary. Craig Stoddard, Milk 


Bottle Crate Co.. Chicago, retiring President, jouns the board of 


Lary, ( 


Csordon, Cites Loe Cream Dw... 


Cremu Co. 


we 
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NTERNATIONAL CONVENTION. GOERS 


eam Manutacture gectured Pere 
N Maga ‘ ea” "oe 
pany 4 
Rdqeay Kernedy erie 
a 
& 
TWENTY-FOUR FIRMS cepresented 
the Pe the Nat A 
Pictured there were: FRONT 
Sieytor merry Burre Corpora? "pany ard Brezvee The eamer, bre epery: Kiewt spe 


Ps 
> 
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dwectors along with Mr. Schedier, King’ Karnopp, Kalva Corp, 
Waukegan; Owaer Valennme, Beck Vanilla Products, East Sx 
Lows; and Prank Cherry-Burrell Corp. Chicago 

Rabert Gordon, Cates lee Cream Dewan of Borden's, Elgin, 
was elected Presudent of the of Ice Cream 
Manetacturers with Edward jJochi, Walnut Growe Dawy, Alcon, 
View Pressdent. The new board will be R. Crechoott, Freeport 
Dery Products, Freeport; Robert Owens, |. D. Rossell & Co, 
Peorwa; |. |. Reeby, Aleom Baking & lee Cream Co, Alton; Harry 
Serang, Midwest Dairy Products Corp, Chicago; D. L. Muxtable, 
Champaign lee Cream Co., Champaign; and Henry Soldwede! & 
Som, 

}. R. Seowwart, Bros, Aurora, was elected Presdent 
of the Manutacturers & Dhstributors 
Assocation with S A. Kostakes, Homey Hill Creamery, Chicago, 
as President. New 
Products Dut. Co, Cicero; and Gordon Young, Dressel Young, 
(sty 


lee Cream Mu 


directors are A. L. Bluemke, Cream 


The 1949 comwention was the largest un the Association's hestory 
exceeding 2,000 for the first time, a gain of nearly 20) 


over 


Among the speakers during tw three cas were 
Robbuns. Executiwe Secretary of the Parafhned Carton 


Finneburgh, Liquid Carhbome Corpora 


Publisher of lee Canam Fieto: and others 


New Englanders to Meet 


he annual «of the New England Ass iation 
lee Cream Manutacturers will be held january 18 and 19 at the 


Copley Plaza. Roston. Massachweetts 


merto 


seit 4 Ritie 


Regerdiess of Capacity or Chossis, 
you will tind Greeter Valve, Con. 
venience end Economy im Bodies 
by Amero 


Let Us Quote 


Dry lee — Ammonia 
MERIO Eourrment Co. Inc. 


20 Barty Veree City, Mew Jersey 


Jha Better Buyora” 


To Study Uutdoor Advertising 


ECOGNIZING the need for more consumer advernsng, 
lee Cream Manufacturers 
has decided to study the possibilities of establishing a fund to 
hnance a state-wide campaign of outdoor (billboard) advertuung 
to promote Wiscomun-made we cream. The fund will be com 
puted on a per gallon bass tor all members, with a likely hgure 
of ane cent per gallon 


the W isc Asoctanan of 


Ths was the outstanding development resulnng from the 
groups 33th Annual Convention, held trom December 6 to & at 
the Hotel Schroeder, Milwaukee. Guest speakers at the meetings 
included Robert C. Hibben, Executiwe Secretary of the Interna 
nonal Association of Ice Cream Manufacturers, and Howard B 
Grant, Publiher of Ice Fretp, both of whom outlined 
the need tor more aggressive promotion and merchandising of 


“er 


Elected President was George Heiser of Dairy Distributors, 
Milwaukee 
named Vier 


Car! |. Klepper, Laick’s Ice Cream Company, was 


Pressdent. and P. C Carwer of Oshbosh was re 


elected Secretary reasurer 


The Badger Flyers, supply group. 
re-elected all ofhcers. These were HE. Fronhaeter, Liquid Car 
President; H. Shranck of Shranck Com 
pany, Vice Prendent; E. H. Bokelkamp, Baking Co, 
Vice Prendent; E | Mission Dry Corp., Treasurer 
and HH. E. Seanchteld, Bloomer Bros., 


Corp 


W alever. 
Secretary 


Orher featured speakers included Dr. Hugo H. Sommer ot the 
1. © Christianson and Dr. A. Hob 
als of the University, Milton Burton, of the Wisconsin 
Agriculture; C. W. Hunt of the Milk 
Foundation of Indianapolis; and Protessor HM. C. Jackson of the 


mivwersity Retiring President Walter Grasse was 


Liniwersty of Dr 
State Department of 


of Wisconsin 


charman of all seasons 


Southern Association Elects 


The 35th Annual Convennon of the Southern Association of 
lee Cream Manufacturers was held from December 6 to & at 
the Hore! Buena Vista in Biloxi, Election of Bryan 
Blalock of Marshall, Texas as President; | O. Bowen, Miami, 
Florida, as Vice President; and Dawd Adams, Nashville, Tennes 


see, as Secretary- Treasurer marked the three-day meetings 


Mississipp: 


Speakers during the convention included Owen Richards, Amer 
Mickarland. 
Kansas; Robert North, Internanona!l Association of Ice 


Dairy Association, Chicago; Dr. Kenneth 
Topeka 
Cream Manutacturers; George Hennench, Ice Cream Merchan 
Institute; Mississipp:; R. E 
Olsen, President of the Dairy Industries Supply Association; and 


others 


dising Clayton Rand, Gulfport, 


biected directors of the associanon were John P. White, New 
bers, Howard Willams, Cleveland, Mis.; Arthur Kercko®, 
St. Louw, Mo.; George Fischer, Baleumore, Md.; Henry Liles, 
and Walter G Tulsa, Okla 


N.C: 


Howard Grant to Speak 


bPoward Grant. Publisher of Ceeanm Fretn. will he on 
the guest speakers during the conventnon of the Indiana Dairy 
to be held 


Products Assoxiation, lanuary i6 to if at the Hore! 


Claypool in Indianapolu. A complete program for ladies attend 
ing the convention is being prepared, according to R. A. Larson 


recutive Sex retar\ 
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Quality Chekd Has Selling Plan 


Highlight of the nunth general membershup meeting of the For Fine 
Quality Chekd lee Cream Asocsation om December | and 2 was 
the presentatiom to the members of a comprehensve and 
metructive selling plan for we cream manufacturers. The two 7 bi 
day session at Chicago's Palmer House was attended by 176 rep Sanitary Ty ing 
resentatives of the fifty-two independent we cream manufacturers 


whe are members of Quality Chekd 


The new Quality Chekd sales plan prowides cach member with ane Fittings 


a complete, step-by-step procedure for the sccurmng of new a 


counts and for more adequate servicing of old accounts. It has Order 


been printed im detailed form and compiled im large red morocco 
binders which were presented to the members by merchandming From 
director, Norman Klioker 

A wide vanety of topics was cowered at the two-day mect 
Specal! pane! discussions were held on we cream costs and on 
production problems. Following ws policy of complete member 
handling of all activities, the association's meeting program was 
largely devoted to reports and discussions of mutual problems by 
Quahty Chekd members 

Starting with managing director Harhe Zunmerman’s report 
ot 1949 activities, the ec included such topics blow Much 
Does Your Ice Cream Cost, New Sales Tools tor Selling Your 
Quality Chekd Ice Cream, Ice Cream Merchandising tor Selt. 

The complete Cherry -Burrell 
line of sanitary valves, tubing, and fittings offers 
~ you the ultimate in precision-built protection of 

Cherry-Burrell “Diamond” and stainless steel 
sanitary fittings and valves are fabricated from virgin 
metals of fine quality. Beth types are hard, noncer- 
rosive, dense and nonporous —designed throughout 
to meet modern sanitary requirements. Close toler- 
ance workmanship and standardised design mean 
long life ...ecasy interchangeab/lity ... casey use. 
Fast delivery from nearby stocks. 

Cherry-Burrell stainless sieel tubing meets the 
highest sanitary and plant performance require- 
ments. All standard sizes in stock. Immediate de- 
livery. See vour Cherry-Burrell representative, or 


write the address below for bulletin G-+45. 


Service Stores, the “Quality” im Quality Chekd, Mow to Make CuHecany -Bvarets CORPORATION 
New 1950 Feature Items and New Packaging Equipment 


“N lively discussion of how to sell me cream was presented Mm 


437 Wrest Chuege 6 @ 


C. E. Hentrich of Campbell-Mithun, Inc., Quality Chekd adver. 


using agency. Dr. |. | Rosenstein, associate professor, depart 

ment of management of Loyola University, Chicago, gave a de 

tailed presentation of the methods and procedures to: ¢Tective 
les tramun 

CHERRY -BURRELL 

SANITARY PIPE AND 


FITTING TRUCK 


A special feature was a talk by Augie Ragnow, Vice President 
of Campbell-Mithun, Inc., on “The How and Why of Adverts 
ing.” Emphaszing that consumers buy what they see, Mr. Rag 
now pointed out that 82 per cent of today’s food dollar is spent Here's an efficient 
in self-service stores; 92 per cent of women shop in person; and ner when youre taking 
down, washing, and put- 
ing up sanitary pipe 
Mr Ragnow told of a recent survey the purpose of which was lines. You can put tab- 


to determine the importance of food news and the kind of food ‘*@ and fittings on the 
ech in order of disman- 
news women prefer. it was disclosed that women like helptul sling, mahe one trip to 
suggestions, new ideas, information, values, and new product wesh tank, and set up in 
reaper order with neo 
hat « An interest in recupes was also noted, Mr aa 
news, in that order. An m cipes ‘ 
move and clean, 
A reminder that “there are practically no pure advertising suc and non-tipping. 


76 per cent of women sho> without a shopping lust 


Ragnow said 
cesses wn America.” and that “success in business ts most often a 


compound of many business factocs.” was provided by Mr 
Ragnow 
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Fountain Manufacturers Convene 


The annual meeting of the Soda Fountain Manutacturers As 
uN held if the ommadore., New ork. Novem 
attended. All 


ones, except the discussion of Paper lee (ream (ana, as regards 


ber i4cth and was well were closed 


uzes thereot. This discussion was participated in by A. H. Bayer, 


Chairman of the International Assomation of Ice Cream Manu 
tacturers’ Sunplihed Practice Commuttee and Millard Owen, 
(hawman of the of Sale Sanstation Sub-Commuttee of ¢ 

Dairy Industry Counc) 


was the decison to appowmt a Commuttee to encourage the par 


One of the highhghts of the meeting 


thon of allied industries im 2 group Movement to promote 
better merchanduaung by retad soda fountain operators The (Lom 
mittee comsated of M. | 
nen, L. IN 


Amerwan Soda Fountain Corporanon, and 


Finneburgh, Liquid Carboni Corpora 

Lucas, Basnan Blessing Company, A. Seanton, 
Palmer 

Executive Secretary of the Association 

the Association, elected to 
MI 


K might, annie, K nighe ati, | 


Moll 


I he wecutive (_enmittee of 


tor the ensuing vear, consuted of binneburgh. Car 
gh. Lig 


Corporation 


lL wees, Kastian Hiessing , | Corand Ray 


McGRAW CHEMICAL COMPANY | 
SOUTM WABASH AVE. CHICAGO 5, ILLINOIS 


NEW OFFICERS 


ide Cabinet Company; and Lee Smith, United American Soda 
Fountain Corp 

At the meeting of the Execunve Commuttee, following the ad 
pourmment of the Annual Meeting, Mr. Lucas was elected Chau 
The 1950 Annual 
Meeting will be held in Chicago during November 


man, and C. |. Palmer Executive Secretary 


Pennsvivania Conference Set for Feh. 3 


The Annual Pennsylvania Seate College Ice Cream Short 
Course Conterence held at the conclusion of the lee Cream Short 
Course will be held on February 3 at the Nittany Lion Inn. The 
program includes the following speakers: Robert C. Hibben, Ex 
ecutiwe Secretary, International Association of Ice Cream Manu- 
tacturers; W. 


Manutacturers of Pennsylvania, New Jersey and Delaware; How. 


List, Secretary, Association of Ice Cream 


ard B. Grant, Publisher of Ice Catam Fieto; George M. Bracke, 
Vice President, Rieck-McJunkin Dairy Company; M. L 
burgh, General Sales Manager, Soda Fountain Division, The 


binne 


Liguid Carbon Corporanon; | Charles Lando, Department of 
Dairy Husbandry, The Pennsylvania State College; and H. D 


Mec Aulifte, Bowman Dairy Company 


HOOTON 


CHOCOLATE 
FLAVORCOAT 


for beller Cream Bars 
aad Nouellies 


HOOTON CHOCOLATE CO. 


NEWARK 7, NEW JERSEY 
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Chicago Society Elects Hobichaux 


Roy Robuchaux, Western Unived Dany Company, was clected 
President of the Chicago Dairy Technology Society at the group's 
December Sth meetng. Rdolph Brunner, Geo. F. Schulz 
Cream Mtg. Supplies, was named Vice President. Professor P 
H. Tracy ws the new Secretary, H. P. Seath, Nordigard Corp. 
Chicago, ts Treasurer, and R. W. Arkins, Gary Indiana, is Ser- 


geant-at-Arms 


hinkel Heads Uetroit Group 


Kenneth Kinkel, division manager of Fairmont Foods, inc. 
was elected President of the Alhed Ice Cream Manutacturers of 
Metropolitan Detroit at the annual election of ofhcers at the 
Hotel Sheraton on December 5. Richard Fisher, of Maple Leat 
Dairy Co., Pomnac, Mich., was elected First Vwe-President, while 
George Byrne, of Bordon Ice Cream Co., was elected Second 
Vwe-President. Edward Nickel, of Liquid Carbome Co., is Treas 
urer, and Fred Kitchen, of Detrouw Cup & Specialty Co, is 
Secretary 


Philadelphians Name Heumer President 


Halton F. Beurmer, Grand Rapids Cabinet Company, was 
elected President of the Phiiadelphia Dairy Mixers at the group's 
November meeting. He succeeds Frank Poulrerer of the German- 
town Manufacturing Company 

Orhers named to executive posts were Paul M. Stewart, Buhl! 
Stamping Company, Vice President; and Clarence K. Snyder, 
Nash-Kelvinator Corporation, Secretary-Treasurer. In addinon, 
Duane Poulterer, Germantown Manufacturing Company; M. R 
Burke, Norman & Burke; and Vincent Crowley of the Crowley 


Milk Company were elected to the board of directors. 


DO LIKE PENSUPREME . 


Cahinet Manufacturers Heview 


Camplenng the fest year of ope aton as a trade association, 
the manufacturers of we cream cabinets, at thea Decembe: mect. 
ung at the Palmer Houre, Chicago, reviewed a record o! construc 
accomplishment One outstanding te°ture was the oF 
the group's statuncal program, including the monthly reporting 
of cabinet sales, the annual imvenrones, and the com 
milanon of a histo cal siatistn al 


ace ‘round rath with 


other trade groups concerned wit) the of ice 
cream and the general advancement of che we cream manufa 
turing industry had also shown substan al 


cabunet manufacturers a ft of tte Ay on 
dinoning and Retrigeranng Macher 


Assomation, with 
quarters in Washington, D. ¢ 

T. E. (Ted) Hove, Sales Manager, Refrigeration o! 
Savage Arms Corporation, Luca, New York, was elected Chau 
ACRMA's lee Cream Cabinet Section. B. W 
Schacter, was 
Charman 


man of Hanson, 


Pres dent Oo} lected 


Incorporete 4 
Succeeding EF. R. Lexg of R trigeration “orpora 
imfustry 


non of America in the leadersiup of trade 


Mr. Hoye re emphasized the Ice Cream Cabenet Section’s bask 
policy of active cooperation with the we cream manufacturers im 
increasing the volume of salcs of we cream 

“The fortunes of the cabinet industry mse or tall wit the for 
saad Me “Our bes 


e forts will contimiie be der d, as have during ¢ 


tunes of the cream iwdustry,” Hoye 
year, to working closely with the we cceoam manufacturers in thew 
merchandising amd other activities to further the consumption of 
we cream. We must not and cannot be stati m our Cunking and 
planning if we are to serve our customers as they should be served, 


and progress and prosper with them.’ 


Hutgers Conference Scheduled 


The second annual Rutgers Lnweruty lee Cream Manula 
turers’ Conterence wil! be held at the Rutgers’ { ollepe of Agr 
culeure. New Brunswick, N. 


on lanuary 70 


. . Use Topflight Tape to “Sell” 
At Point-of-Decision Spots 


Topiligm advertising Tape is 
be placed where you want if in an instant 
lustrous cellophane available in many color con 


sell-adhesive - can 
it ie 
binalions. Printed to order with trademarks, sic 
and product ilivetrations, if has instant eve 
appeal. ideal tor mirrors, Ule, glasa, metal and 
fine painted surlaces - will not mar the finich 


Costs less per day, per strip. 
Write for information and samples 


TOPFLIGHT TAPE COMPANY 
HUBER BLDG. YORK, PA. 
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SWEDEN “SPACE SAVERS” 1 


The Sweden 
any 
ivse 


breezer Manutacturing 
a new addition te 
direct-service soft we 
cream and trogen custard treezers. The 
|, called the “Space Saver,” cm 
wats of the regular sngle and double head 
4.quart and 10.quart treezer head sizes in 


es 


thes lune asf 


greatly reduced over-all dunensioned table 
models, making them suitable for ustalla 
tom backhars, cabinets, counters, of 
wall shelves, where space at a premium 

Dhese models have automatic freezing 
controls, maximum freezing efhcrency, high 


dasher 


hermetically 


performance heavy duty 
drive sealed freever 


eviender and cas 


gear 
etem, 
accessibility 
to all service pounts, according to the com 
pany 


ROUSTABOUT 2 


A new line of light-weight all-cteel plat 


form crucks called the Rowstabout has 


just been announced by The Rapids Stand 
ard Company, Inc. 


manutacturers of ma 


terial handling equipment. Available in 
four series and eight standard sizes, 


trucks feature a few me of cometrinx 


Your Firm Name 


Address 


Your Name 


Your Title 


| New Products 


non whech reportedly gives the strength of 
steel whale retammmg deured lightness for 
handling on the job 

In the mew construction method the en 
tive deck ws die formed on a brake from 
one prece of steel, then arc-welded to make 
a smeoth ngid plattorm. This process 
cad to eluminate sharp angles and bulk: 
ness of old manufacturing methods in 
which a separate top plate was welded to 
s channei base. The new trucks also have 
unset welded handle pockets and rounded 
corners, leaving no proyections to catch on 
Trucks are stee! 
reinforced the full length of deck for 
added strength and mgidity 


cloching of package 


KELLOCC CATALOG 3 


Frances E. Kellogg Company has just 


released its 1950 price list, The new cata 
log includes varillas. colors, and flavors 
It w smartly designed and printed in two 


colors. Copies are available on request 


TWO CP BULLETINS 4 


A new ten-page catalog on Creamery 
Package stainless stee! Multi-Process tanks 


INFORMATION PLEASE—— 


To New Products Department, 
lee Cream Field 

19 West 44 Street 

New York 18, N. Y. 


I would like to know more about the 
following New Products mentioned in 


the January tissue. 


(Print Identifying Numbers ) 


The CP Mule-Process 


tank can be used for a variety of process 


now available 


img methods where pasteunzing, heating 
oc cooling temperatures are required 
This 2-color catalog contains many in 
the CP Multi-Process 
Tanks as well as several diagrams showing 
The 
principles of Film (Hot Water) Hear, 


stallaton views of 
construction details and dimensions 


Vapor (Steam) Meat and Cooling meth 
ods have been outlined tor the benefit of 
those who would like to know which meth 
od is best suited for their particular plant 
or processing problem 

In addinon, the company has published 
a new bulletin, E-916, on the CP taimless 
Steel Multi-Pass Plate Heat Exchangers 
with the smaller plate 


A feature of the bulletin is a two-page, 
hve color flow diagram illustrating a CP 
Mult:-Pass High Temperature Short Tume 
Pasteurwer, and a section of plates opened 
to show flow pattern. Also shown are typ 
cal installanons of mix coolers, raw milk 


coolers, heaters and H.T.S.T. jobs 


Copres of both publications are avail 
able by request 
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© FOR QUALITY AND PROFITS 
EASY TO USE—ECOROMICAL 


CP SHER-VEL All-Purpose Stabilizer 


THE CREAMERY PACKAGE MFG COMPANY 


Geeere! Offices 1243 W word heen 


2 


R&B MACNESIUM BODY 5 


A new ice cream truck body, said by 
the manufacturer to be the lightest body 
ever built, has been developed and made 
available by Robbins & Burke, according 
t an announcement by George Beers, 
company executive 

It ws constructed completely of mag 
nesum, a metal of exceptional light 
weight, high-strength characteristics, used 
in the manufacture of airplanes. The 
magnesium body is the result of more 
than one year of research and testing. 

Roughly speaking, the strength of stee! 
can be replaced with magnesium at one 
quarter the weight; the strength of wood 
at one-third the weight; and the strength 
of aluminum at approximately one-half 
the weight, according to Mr. Beers. Thus 
through the use of magnesium, equa! or 
greater strength has been built into this 
new line of truck bodies at marked sav- 
ings im weight ranging trom 1,000 to 
2,000 pounds, Mr. Beers stated 

In addition to the light weight and 
strength and rigidity characteristics that 
are developed in magnesium structures, 
high resistance to denting ws also said to 
be realized. This is due to the inherently- 
high remlience of magnesium alloys. Mag. 
nesium bodies are also easily repaired, ac 
cording to Mr. Beers, because of the case 
with which the metal us worked. 

Robbins & Burke announces that the 
same design line will be held in the mag. 
nestum bodies as in previous models, and 
that they will be constructed in 630, 840, 
and 1,050-gallon capacities. A magnesium 


body frame is on exhibit at the R&B planc 


2. 


SAVAGE CABINETS 6 
A new line of ice cream cabinets has 
just heen announced by the Retngeranon 
Division of Savage Arms Corporation. 
Streamlined design has been applied to 
the exterior of the cabinets. Ends are 
flush, with no screws, for easy in-line in- 
stallation. The lids are of a light, durable 
white plastic. Knobs are offset. Easy 
cleaning is a feature of both lids and 
stainless steel top, states the manufacturer. 


Interior design reportedly affords 10 to 
30°) greater bulk-ice-cream capacity. Re- 
trigerated between 
ments, a characteriwnc of former Savage 


partitions compart: 
cabinets, have been retained, as have the 
all-steel construction and glide-out com- 
pressor. There are seven models of the 
new design—4, 6, 8, 10 and |2-hole double 
row, and 3- and 4-hole single row. Four 
remote-type models and two “double duty” 
merchandising cabinets complete the Sav- 
age line for 1950. 


BLANKE-BAER FLAVORS 7 


Blanke-Baer Extract & Preserving Com. 
pany has planned a series of merchandss 


CHOCOI.ATE 
at tts beat . call 


Couttngeand for the Trade 
Generous Samples on Request 


BLUMENTIIAL BROTHERS 
Monutocturers of Cocoo & Chocolate Products 
Morgoret & James Sts, Philo. 37, Pa. 
| 1900 


img aids to support the firm's featured 
specials for the months of January, Febru- 
ary, and March. Flavors that “stimulate 
consumer interest” are spotlighted for the 
foregoing period. These include caramel! 
pecan salad, butter pecan, and butterscotch 
ribbonette for January; cherry garden and 
cherry mbbonette for February; and pis- 
tachi salad for March 


PORT MORRIS FREEZER 8 

The Port Morris Machine and Tool 
Works has desgned a 
direct dispensing model freezer that re 
portedly will produce from 25 to ¥0 gal. 
lons of frozen produce per hour 

It i estimated that through the use of 
this machine, to be known as Model 25P, 
sales can be increased. Among the new 
features incorporated in the 25P is a noe 
tle that enables the dispensing of the pro 
duce with a flick of the finger. The nozzle 
and all other parts in contact with the 
product are stainless steel. Despite the 
suze, thes new model is sand to be smple te 
operate. 


COOK COCOA 9 


Cook Chocolate Company has just com. 
pleted installation of specially engineered 
equipment which enables the hrm to pro 
duce a new type of cocoa milled so fine 
that 99.9 per cent will pass through a 325 
mesh screen, according to the company 
A 325 mesh screen has 105,625 openings 
to the square inch. This new product is 
known as Microfilm Cocoa, and is avail. 
able in natural process and Dutch process 
and im any cocoa butter content from 9 to 
16 per cent 
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KOLD-HOLD BULLETIN 1 

Tank beanng and Cooling uw described 
and dlustraced m a new wa-page bullet 
yast released by the Koid- Hold Manutac 
curmg Company. A direct comparison 
made between the Platecod and pipe cod! 
of the 


Bulleton may be secured by writing the 


methods of heat exchange 


Kold Hold Manutacturing Company 
FISCHMAN UNIT 12 


A new soda fountam unit, teaturing 
dual service facilites and large dry cold 
storage capacity, for busy locations, w be 
wng offered by the Fischman Company 

dry cold 
over 20 cube teet m size arranged te 
beld up to 200 standard beverage of milk 
quarts 


stor age compartment 


im arrangement with we cream 
cabunets on both ades of the unit, it offers 
service capacity and for any lo 
canon doug a large all-around we cream 
and beverage business, according to the 


ranutacturer 


unit long and has both mth: 


hand drate statwons. Aloo featured 


ars and s 
frurt pars, waste mutes, and dipper 


equipped with running water 


ACORN TRAILER 13 

A practical trailer for we cream has 
heen developed by the Acorn Sheet Meta! 
The 


Manutactuting Company insulated 


bedy can be hooked to cars, bugger trailers 
o to regular «we cream delivery trucks, 
thereby enabling distributors to hand! 
evita arrouns oO. crean 


trailer has app oxmately tort 


teet of imterio: space. It can be used, 


tv manufacturer states, for dry we of 
made with hold ower plates or even me 
chanically retngerated 

The manufacturer powts out that the 
crailer can be used tor di ect st-cet vend 
Mg, 45 an extra Morage source ror holding 
“we cream while teeding of to smaller vend 


loads 


when hooked on to the rear of regular 


carts or cycles, or to carry extra 


ice cTeam trucks 


FRICIDAIRE CABINETS 
Pri 


roan 10 per cent tor 


14 


reductions ranvin* to more 
soven Frigidaire ice 
camnet models recently an 


unced by W. F 
Seles Manager of Frigidaire 


cream were 
Switzer, Comme-cia! 
Divimen af 
(yeneral Motors 

Mr 


ptfke cuts have heen made possible by, 


Switzer powunted out that the new 


more advanced mass production methods 
be said that the new low price schedule 
include six of the Division's new sel! 
models, 
top-to-bottom storage compartments, and 
an open-type Zero Selt-Server 

Thos 


ments im st cream cabinet design 


tt 
wii 


comtauned whuote-ldded teaturin’ 


new line teatuves new develo 


CwrCaGo & 


Over 25 Yeors Experience Preparing 
Stabilizers for the ice Cream Industry 
It in the QUALITY of the ingredients that makes a 


QUALITY product. Let us prove that National Stabilizers 
and Emulsifiers for Ice Cream, Sherbet and Fruit: Ice 
Write now for samples. 


are QUALITY ingredients. 


NATIONAL PECTIN PRODUCTS COMPANY 


2656 W. CULLERTON 


Rolled SUGAR CONES 


Get them in the MIDWEST 


from 


FORREST BAKING CORP. 


5030 


CHICAGO 8. 


LAWRINCE AVE. 


CHICAGO, ILL. 
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HI-PRESSURE CLEANER 15 

A new HePressure Jet Cleaner for fast 
daily clean-up of food plants and process 
img equipment has been announced by the 
Sellers Injector Corporation. The new 
model has a complete stainless stee! body 
and samplihed lines to conform with the 
samitary requirements of canmers, dairies 
and meat packing plant 

The Sellers Hi-Pressure Jet Cleaner de 
livers a high volume, high pressure jet of 
hot water, mud with a detergent or sol 
vent if desired, which eflectiwely cleans all 
types of surfaces. Dirt, slume and grease 
which previously could be removed only 
with considerable hand scrubbing of scrap- 


ing are said to be easily washed away by 


this mew machine. The Sellers Hi-Pres- 
sure Jet Cleaner is available in portable 
or stationary models and is furnished com 
plete with SO fr. of high pressure hose. 
cleaning lance and dispersion type nozzle 
Literature ws available from the Sellers 
Injector Corp 


MODEL 1407 16 

The latest addition to the line of Koch 
Refrigerators is the Model 1407 Frozen 
Food Display Case. First shown at the 
recent Atlantic City Refrigeration and Air 
Conditioning Exposition, Model 1407 will 
go on the market this winter after nearly 
a year of design and testing. 

As a step im accessibility, the case is 
designed to project its message and the 
message of its contents to shoppers from 
a distance. Back-lighted translucent signs 
are set an the canopy above the display, 
and the canopy is shaped so that the signs 
can be read from in front or either side. 
A tull length illuminated plate glass mir. 
ror is set at an angle above the display, to 
reflect and magnify the display area. A 
full length, illuminated, price tag rail, 
made of steel, announces the 
names and prices of the products dis. 
plaved 

Modei 1407 was engineered to provide 
adequate and safe operamng temperatures 
tor we cream and frosted foods, clear up 
to the top of the display, thirty-two inches 
from the floor, A large ‘4 horsepower 


stainless 


Ice Cream January 190 


condensing una is furnished, and plate 


coil diwaders are set in the case m much 


manner to provide most cold near the top 
ot the duplay. There are seven plate coils, 
enough to give prume surface contact with 
a maximum number of food packages. In 
addition, an eighth plate coil at the beck 
of the case, set at an angle above the dis 
play, keeps the top layer of packages cold 
by radhanon, and elumunates the defrosting 
problem by collecting frost before the 
mouture im the air can get down to the 
divider plate cols. Model 1407 has a heat 
exchanger, valve, and thermostatic control 
to give efhoient operation with minimum 
consumption of electricity, according to 
the com panty 


NEW—BETTER THAN EVER!—the 


This new 


five foot, sx much model 


contains honest-to- goodness improve: 


ments, not gadgets 


It is desgned to 


mve years of trouble-free service, and to 
make the finest fountain servings really 


easy 


The sleek, streamlined beauty in 


cludes many labor saving and sanitation 


features such as 


increased floor clear 


ance, concealed refrigeration large 


rounded corners, mecreased syrup rail 
capacity, instantaneous dry cooler and 


many others 


Write for complete detoils and the tree 
Steniey Knight Coteleg tedey! 


Danley Kris he Corps 
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CULVER MERCHANDISER 
& 


Culver Company has developed a drystop merchandier, 


17 
comuting of 
super structure for 
cream cabunets 
According w the 
manufacturer, the 
super structure i+ 
adjustable to any 
cabunet, carries ad 
vertising messages 
on both sides, dis 
plays 
snips, and 
a flashing 
which attracts the 
attention of shop 
pers. The merchan 


eight favor 
teatures 


light 


dung devwe to clamp on cabinets without wrews, and permits reaching 


cabunets tram beth sides 


according to the company 


Adjustable display shelves on verncal supports are optional, 


STABILIZER-EMULSIFIER 18 

A combunation stabiliser and emulsher 
spectheally formulated for we milk has 
tecently been wntroduced by Muxtone Prod 
wets Company lt ww known as Mixtone 


According to the manufacturer, Mu 
tone i¢ unaffected by acidity, promotes 
easy homogenization, has low viscosity 


over cooling coils and has a desirable melt 


down. The finished product has a smooth, 
dry texture and there is mo watery separa 
nom It us stated that this product aids im 
holding overrun in the freezer 

Miatone has recently appowted Tilds & 
(ants, 6461 Sunset Bouleward, Hollywood 


28, California. as thew advertising agency 


CHERRY -BURRELL BULLETIN 19 

Cherry Burrell Corporanon has recent 
ly published anew bulletin which describes 
and slustrates the company’s Frun Feed 


ers tor we cream freezers. Ca 


pacity, sanitary standards, and specifica 
ens are among the characteristics dis 
cussed 


NEW SCHAEFER LINE 20 

A completely restyled line of we cream 
cabinets us being introduced by Schaefer, 
Inc. for 1950 


The mew Schaefer line was developed 


by Brooks Stewens, one of the country’s 


outstanding industrial atter 


study 
Included um the line are eight models of 
Z te 12 


designers, 


more than a vwear's research and 
holes. ranging trom 10 to 80 gal 


Two new all deep hole 
been added 


lons boas lhe < apac ity 


models have 


(see photo), 


whale capectty others has heen un reased, 
the hrm reports 

Among the features of the cabinets are 
the new Schaefer Thermalloy lids, of 
white polystrene. Virtually breakproof, 
these lids are light weight, yet provide the 
greatest possible insulating value. A new 
rubber seal prevents refrigeration loss, says 
the manufacturer 

“Our mew line is the result of an m 
dependent survey made throughout the in- 
dustry,” B. W. Hanson, president of 
Schaefer, Inc, said im announcing the 
1950 models. “Many of our customers ex- 
pressed a need for extra capacity without 
sacrihcing space, while others felt the need 
for models that could be used to replace 
older models that had either outhved their 
usefulness or had become out of date from 
an appearance standpomr. As a result, we 
have incorporated both the chest type and 
the all deep hole models in our line in the 


popular sizes.” 


“STREAMETTE” 21 


The mest recent addition Stanley 
Knight's line of fountains and equipment 
Bobtail. This 
unit was designed for use in installations 


is essential and 


‘round efhaency must still he 


is the new 33° “Streamerte” 
where economy of space 
where all 
maintained, the company reports 

A complete water cooling unit, as well 
H. P 


sealed condensing unit have been so con- 


as a self-contained ', hermetically 
centrated on the Sereamerte that there is 
in the storage compart. 
The unit also contains a stainiess 
rubber 


well as six crushed frust jars with stainless 


still ample space 
ment 
steel and compartment cover, as 
steel assemblies, four syrup jars with stain- 
less steel pumps, and two draft arms for 
plain and carbonated water. The stainless 
steel top is one piece die-stamped to elimi 
mate cracks and crevices. 


turing and selling. 


suggestions. 


PRODUCE; SELL — BY PLAN 


Careful planning pays in both manufac- 


Write or wire for planning ideas and 
Or phone GArfield 2700. _— 


G. P. GUNDLACH & CO. 


Servents te the industry” 
1201.07 WEST 6TH ST Bor 


WATCH FOR OUR 
ADS IN THE 


SATURDAY EVENING 


Cherry Ice 
Cream fer Pebrwery be 
gms cur giant ad 


A CINCINNATI! 3. OHIO 
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PURE-PAK “JUNIOR” 22 
Ex-Cell-O Corporation announces the 
addition of a new Pure-Pak we cream 
packaging machine to its present line of 
fully-automatic and sem:automatx models. 


The latest model, called the “Junior,” 
with a reported factory-rated speed of 
twenty to sixty pints per minute, auto 
matically packages one, two or three sep- 
arate in No. 2 
“Junior” machines are also available for 
No. 2 Linerless Quarts or Ice Tray Pints. 

The operating cycle of the new “Jumor” 
(regardless of size or type of package) is 
one of beginning on one side of the pack. 
aging machine with a flat container and 
ending on the other side with a filled and 
closed container. This is accomplished by 
means of a fully automatic and continuous 
operation in between these two points 
The machine is designed to fill up to 6 
pints per minute, with speed 
regulation to accommodate variation in 
freezer production. 


flavors Linerless Pints. 


sufhicient 


SANDWICH AID 23 


S. M. Bayer and Company has devel. 
oped a machine which reportedly facil. 
itates the making of ice cream sandwiches. 
Known as Model SA-30C, the machine 
dispenses biscuits so that one falls under 
the sce cream being extruded in nbbon 
torm directly from the freezer and the 
other falls directly over the bottom wafer 
The operator at the post at the end of 
the comveyor belt breaks of individual 
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sandwiches and places them im wire baskets to be taken to the hardening room. 
A feed output of 300 dozen sandwiches per hour, regardless of sandwich size, has 


been reported by the manulacturer. 
waters do not jam the dispensing unit 
Three peo 
ple are re 
quired to op 


erate the 


ly of stam 


less steel 
The water 
dispenser 
removable 
from the 
conveyor, 


leaving a utility conveyor when desired 


MIX MAKER 24 


self-contained unit 
which is said to enable the small manu 
tacturer to make his own ice cream mux, 
has been introduced by Lloyd Associates 
Made in ten and twenty gallon models, 
the mew unit, which is marketed under 


the Forall trade name. mixes. emulehes, 


A new, compact, 


pasteurizes and cools, in ome vessel and in 
one series of automatic operations. 
When ingredients are placed in the 
Forall Unit and the switch is thrown, the 
contents are agitated and emulsuhed thor 


oughly. Fatty streaks, lumps, and gritti 
ness are climimated, the manufacturer 
states. Air may or may not be incorpo 


rated at the will of the processor. Simul. 


Breakage w said to be negligible, and broken 


taneously, while the mung and emulsihca. 
tom process is going on, the content 
brought to 170 F. and maintained there 
tor the proper pasteurmmng period. When 
che refrigerant valve w opened the heated 
mix is reduced im temperature to 45 F 
below within a short period of tune 

The Forall Uni ws fully enclosed in 


white porcelaunized metal 


ANHEUSER-BUSCH ‘SO LINE 25 

The 1950 line of Anheuser-Busch we 
cream cabinets features additional cubic 
foot capacity with no change in outside 
dimensions, according to E. R. Wiegman 
of the firm's Refrigerated Cabinet Di 
In addition, the new line includes 
the oustanding features of previous models 
manufactured by Anheuser-Busch, Mr. 
Wiegman sated. Larger capacity per 
square foot of floor space occupied is one 
of the most desirable characteristics of the 
new line, according to Mr. Wiegman, who 
disclosed that Anheuser-Busch is expand. 


mg ots sales organization in 1950 


vision 
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TWO CHANCES AT COLDEN STATE 


Robert E. Morris, southern Calitorma we cream sales manager 
tor Golden State Company, Led., has been promoted to the post 
of northern Calforma sales manager, Paul Young, company 
preudent, annaunced recently 

Mr Morris, working under E. Waldie, northern division 
manager, will supervise sales activities for both milk and ice 
cteam, makin; his headquarters at the dairy products company's 
general ofhees in San Francisco 

Appomement of A. R. Culkin as manager of Golden Strate 
branch operations at San Diego was also announced by Mr 
Young. Mr. Culkin had extensive eperience im the we cream 
undustry prior to jouming Golden State as a member of the com- 
pany's sales department im its Los Angeles we cream manufac 
turing plant last vear 


ROBERT A. JOHNSTON NAMES COLECROVE 
The Robert A 


appaantment of Charles F Colegrove as sales representative for 
the frm in northeastern Ohw 


lohnatan Company has announced the recent 


Mr Colegrove roaned the sales 
organization in September 


The new sales representative has been engaged in food mer. 
chandisaung for a number of years and ws widely acquainted with 


the trade 
War 
Manshot, general sales manager of lohnston’s Chocolate and 
Cacea 


Colegrowe served as an Air Force ofhcer in World 


Niews of the announcement was made by Willam G 


BAKER POSTS TO SMITH AND KELLY 


The Board of Directors of Baker Refrigeration Corporation 
at South Windham, Massachusetts, announced recently the elec. 
non of Frederick W. Smith to the position of Vice President 
in Charge of Sales 

Appointment of |. A. Kelly to the newly created posinan of 
Manager of Production at both Baker Refrigeration Corporation 
plants was also announced by the Board 


C. N. WATERMAN IS DEAD 


Charles N. Waterman, secretary and director of H. Kohn. 
stamm & Co., Inc., long established New York firm manufac- 
turing chemicals, died December 4 in his home at 320 Riverside 
Drive, New York City, after a brief ilness 
three 

Mr. Waterman entered the employ of H. Kohnstamm & Co. 
in 1908 as an office boy. Later he organized the company's export 
department and for many years directed the purchase of supplies 


and materials. Surviving are two daughters, Mrs. Arline Kempler 
and Mrs. Carolyn Kurtner 


age was sixty. 


REX CRUME DIES 


Rex 1). Crume, twenty-nine, Vice-President and General Man 
ager ot the |. R. Crume Ice Cream Company, 800 N. McCann 
Street, Kokomo, Indiana, died November 4, after an illness of 
abet Surviving are his widow, and three sons 
Mr. Crume was one of the risinhy young executives in the dairy 
products industry 


four weeks 


‘ 
eee 
A 
: 
d 
4 
ue 
: 
; 
>H, 
? Ice mM Fietp uary 1950 
2 
: 


Feo 


QUALUTY 
IN FLAVOR 


VIRCINIA DARE EXTRACT CO. 


*x*x* THREE STAR ESSENCE 


TRUE FRUIT RASPBERRY 


Fu Fhe Feed 
IMITATION STRAWBERRY +98 


“Vircinis 


INC. BROOKLYN 32, NEW YORK 


TESTIMONIAL DINNER HONORS PULVER 


On the evening of Decem 
ber 12, 1949, 120 employees of 
the Chicago offce and Sales 
Organizanon of H. Kohnstamm 
& Co., Inc., gathered at the 
Lake Shore Atlantic Club for 


dinner 


a surprise testimonial 


given in honor of Hugo Pul- 


ver Mr. Pulver, Executive 
Vice-President of H. Kohn 
stamm & Co. celebrated 


his FPifteth Anniversary with 
the company on December 12, 


1949 


HUGO PULVER 


Fifty years ago, in 1899, Hugo Pulver, after attending Se. 
Johns Military Academy at Delateld, Wisconsin, started working 
for $10.00 a week as an errand boy in the shipping room of 
Kohnstamm’s Chicago office. During the evening Mr. Pulver 
studied chemistry at the Armour Institute of Technology, later 
attending the Bryant-Stratton Business College. 

A few vears later, shortly after the curn of the century, Mr. 
Pulver was assigned some outside sales territories. The territory 
whic hy Mr Pulver moneered im now serviced by twelve saleamen. 
illustrative of the growth of the House of H. Kohnstamm & 
Co., 


In 


Im 
1923 Mr 
pany, and manager of the midwestern division 


Pulver was made Vice-President of the Com- 
Today, Mr 
Pulwer is the Executive Vice-President and a director of the com- 
pany, and as actively engaged in the direction of activities of 
H. Kohnstamm’s midwestern divisions. 


SERFASS AND BARNES PROMOTED 


Raymond K. Serfass has been named Assistant General Sales 
Manager of the York Corporation, York, Pennsylvania, accord 
Hertzler, Vice-President 
Mr. Sertass 


steps into his new position from that of Industrial Sales Manager 


ing to an announcement by John R 
and General Sales Manager of the Corporanon 


of the North Atlantic District of the Corporation, with head 
quarters in New York, a position he has held since 1945 

Mr. Serfass was succeeded as Industna!l Sales Manager of the 
North Atlantic District by the promotion of Alvin N. Barnes, Ir. 
a veteran Sales Engineer, who has been with the York hrm for 
nearly thirty vears 
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RICHARD T. LAACKE ELECTED 


Richard T. Laacke, Presdent of the R. Laacke Company of 
Milwaukee, Wiscomsim, has been elected Chairman of the Canwas 
Products Corporanon of Fond du Lac, national distributors of 
canvas products. Harold Woehr, Secretary of the Milwaukee 
hrm, has been named Vice President and a director of the Pond 


du Lac organization. 


MAYER ANNOUNCES KOCH PLANS 


Millard Mayer, President of The Koch Butchers’ Supply Com 
pany, North Kansas City, Mo., announces that the company has 
been conhning itself en- 
nrely to the 
and sale of 
and chosely 


manutacture 
refrigerator 
allied equip 
the first of 
The Supply 
of The Kach 
Butchers’ Supply Com. 
pany 


since 
January 


| Avision 


been discon 
onued as such 


The 


other assets of the 


has 


and 
Sup- 
heen 
Sup- 
piv Company, 19) Me 


inventory 


ply Diwimeon have 


acquired by Koch 


Sereet, Kansas City 


4. Mo Kach Supply 
Company a new of 
ganization formed by 


Raymond Starr, who re- 
agned as Vice President 
of The Koch Butchers’ 
Supply Company on the first of January. 


MILLARD MAYER 


The Koch Butchers’ Supply Company « continuing its Koch 
Refrigerators Diwwion at its present North Kansas City address; 
and will expand to take im all the flood space being vacated by 
the Supply Division. Personnel of the refrigerator organization 
remains unchanged, with the following, among many others, 
continuing im their present capacities: W. R. McShane, Sales 
Manager; Sam Glass, Advertising Manager; C. K. Lieman, Gen. 
eral Plant Superintendent; O. W. Marr, Production Manager; 
and Clarence Masters, Product Development Manager. 
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A standing (nvitation 
take your troubles 


TASTE AND 


American Food's 


Dedicated to the improvement of your products and lower production costs 


American Teed Laboratories, Inc., Atlantic Avenue, Brecklyn 11, N.Y. 


HERMAN LAPAT RECUPERATING 


Herman Lapat, well-known Mid-West supplyman, i reported 
recuperating after a serious illness. Pde was at Se. Mary's Hospital, 


Minnesota 


STANCE SALES POST TO KOEPKE 


dent of Wil 
‘hic 


hester, 


During, presi 
lhar Stange Lo, 
recently announced 
the appentment of F. K 


Koepke to the 


‘ reated 


Sales 


newly 
Assistant 
Manager 

Mr. Koepke jouned = the 
1942 and, 
serving three years in the Navy 


Stange alter 


durimg the war, returned im 
1945 to become Advertising 
and Sales Promonon Manager 

K KOEPKE was graduated trom Belout 

College, where he majored in economics, and from the Harvard 

Business School. He will handle the company’s 

advertising in addinon to the other newly assigned duties 


THOMSON REPRESENTS DEAN PRODUCTS 
Creorge A 


continue to 


Thomsen, of 1356 Poplar Avenue, Memphis, Ten 
nessee, has been appowrted district representatnve for Dean Prod 
ucts, Inc, 1042 Dean Srreet, 16, New York. The 
complete line of Dean evaporators, cylinders, tanks and special 
stainless stee! plates will be handled by his office. 


Brooklyn 


NOW! CONTINUOUS OR DIRECT DRAW: 


“CUSTARD KING" 


$590 WEST STREET NEW YORK 


DIXIE CUP HAS 3 NEW VP’S 


C. F. Dawson, President of 
the Dixie Cup Company, has 
announced the election ot A 
Lillicrapp, W. G. Genneé, and 
A. ]. Nolan as Vice Presidents 
of the Company 
whe youned 
shortly after the 
tounded, 


a post 


Mr. Lilherapp, 
the staff very 
Company was also 
connnues as Treasurer, 
held 

Mr. Genne jorned the Com. 
pany twenty-five vears ago as a 


he has for many years 


WwW. G. GENNE 


salesman and has successively 
been New York Sales Manager, Regional Sales Manager and 
Sales Director 
the Company during the past sixteen years including Market 
Research Manager, Assistant to the President, 
roduct Research and Development 


Mr. Nolan has held a variety of positions with 


and Dhrector of 


ELMER L. WEBER SUCCUMBS 
Weber, 


Weber Dairy Company, Joliet, 
un Se. John’s Church, Johet. Burial was in Se 
Mr Weber died December 4. He was a director and past 
president of the Illmow Dairy Products Association. Survivors 
are his widow, Helen, and his parents, Mr. and Mrs. Alphonse 
]. Weber 


Services for Elmer | forty-nine, manager of the 


Illinous, were held December 


John's Cemetery. 


PETER’S- 
“MOLDWELL" 


ilk Chocolate 


LAMONT, CORLISS CO. 60 HUDSON Y.13, 
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* Ne charge for any of the following services: 


(a) Analyses and new product development 
(b) Reformulation of your product and its ingredients 
(c) Practical application of latest scientific progress 


(d) Advisory service on the use of the following tested and approved products 


FLAVORS 


Vanilla Extracts and Powders 
Pure Coffee Concentrote 
True and Synthetic Fruits 


Formula $-233 
STA.-VEL for ice Cream 
STA-VEL for Fruits 


Also FOOD SPECIALTIES such os VEL-MARSH Morshmatiow Powder 


MARCOID (Liquid) 
WILCOID (Powder) 


CONCENTRATE “A” (Plastic) TASTE AND TEXTURE 


NATIONAL PECTIN NAMES VAN BUSKIRK 
Keith Van Buskirk has been appointed National Pectin Prod 


ucts Company's representative for New England, New York 
Seater and Eastern 
Pennsylvania, 


ceeding the late 


© Stokes 

Mr. Van Bus 
kirk attended 
Washington and 
Lee University m 
and 


Northwestern Ln: 


Virginia 


in Evans 
ble 


closely 


versity 
ron, 
has been 
associated with the 
and 
Cream Industry 
through his father, 
M. G. Van Bus 
kirk, Executive 


Secretary of the 


Dairy 


Dairy lee 


Tilinots 
Products 


tion. 


KEITH VAN BUSKIRK | 

For the past five 

years he has actively worked as an ice cream production man 
with ome of the Midwest's leading dairies. 


TH 


KEYSTONE 


GALLON 
BODY 
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Associa- 


| Priced Right! 


Keystone Wagon Works, inc. 


Founded 
‘2nd G Norris Sts. Phila. 22. Pa. 


JOHN LIMPERT ANNOUNCES PATENT CRANT 


John Limpert, President of Limpert Bros. Vineland, New 
Jersey, announced early m january the granting of a patent 
covering the complete mechanical and manual operanon involved 
in filling and manufacturing the Sun-D-Cup, the firm's packaged 
sundae This patent covers the de posiring of a frum topping 
The 
patent number is 2486194, and it was granted Octaber 25, 1949 


Full de 


into a well depression of ie cream im any cup or contamer 


after applicanon number 791974 had been submitted 


tails on this new type of operanonm are available 


NEWLY WEDS APPOINTS NOLAN 


The Newly Weds Baking 
Co. Chicago, bakers of cake 
tor lee Cream ‘n Cake Roll, 
announces the appomement of 
John F. Nolan as Eastern Sales 
Manager 

Mr. Nolan, who has estab 
luhed headquarters at 71.03 
Little Neck Parkway, Glen 
Oak Village, Floral Park, Long 
Island, New York, will super- 
vise the Eastern territory work 
ing with «we cream production 
managers im accommodating 
their schedules to Ice Cream ‘n Cake Rolls and also working 
with sales managers in developing sales programs. 


JOHN NOLAN 


The popwler “770° ic another of 
these ruggediy bwilt Keystone 
Bodies, fer the opereter whe seeks 
convenience, maximum pey-loed end 
long lite trom his bedy-deller in- 
vestment Note the beow- 
trtul streamlined desiga, 
with drop compertments 
im tromt end rear for 
cossibility Self -conmtamed 
system, 
odds to efficient, eco- 
nomicel operation. it's 
one of many Keystone models 
eveileble te you. Write tedey! 


a 
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SUTHERLAND APPOINTS TWO 


Sutherland Paper Company, Kalamazoo, 
Micingan. has recently added another sales 
representative to New York City Office 
Sef. Leonard Greenbaum, a life-long rex 
dent of New York and Brooklyn, «& now 
the jobtung trade in metropolitan 
New York and surrounding area. He is a 
graduate of Se. Johns Unwermty and he pre 
views business cxperience includes selling m 
the yewelry and gift line, and also direc*ing 
the merchandmng of certain gift items. 


blenry was frerntiy assigned to the 
cago metropolitan by the Sutherland Paper 
Company. Ite will sell direct Previous 
to Sutherland's sales force, he was in 
for Por hiteen years he 
represented several concerrs on the metal work 


img and casting helds LEONARD GREENBAUM ED HENRY 


LIQUID CARBONIC PROMOTES OOS 


W. A. Brown, Jr, Vice 
President and General Man- 4 
ager, The Liquid Carbonic Cor Fa : oS manutacturer of we cream an 


SCHAEFER APPOINTS SYMONS 


Schaefer, Inc.. Minneapolis 


poration Chi ago, announces frozen tood cabinets and Pak 


the appowntment of Bernard | away home freezers, announces 


Oos as Advertising Manager 


the appantment of Mervin O 
of the Corporation Mr Chow 


has been assistant advertising 
manager for the past two years 

Betore jyouning Liquid, Mr 
Oos was with Ine 


Symons as district tactory rep 
resentative on the (Coast 
Mir. Swmons has been in va 


rious phases of the ice cream 


A 

( ago, the Sales Promo- and catunet businesses for many 

BERNARD J. OOS 

iw Depa trent } Te vMMIALY vears on the est oast, and 

he was an acctunt executive 


er is well known to most of the 
with the Mace Advertising Agency, Peorta, and Advertising Man ; 


M. ©. SYMONS trade 


ager tor the Bussew Products Company, Chicago For the past year he has 


represented another cabinet 


L. A. NEW IS NEW CROOM 


manufacturer. headquarters are at 10565 Lindbrook Drive. 


L.. A. New, Morris Paper Mills, Chicago, was marned October Los Angeles, 24. He will presently cover California, Arizona and 


19 to Miss Beatrice Fried. The wedding took place nm Chicago @ Nevada for all Schaefer lines 


There is no substitute for 


MINERAL 


Because there is no substitute for 
aa 
QUALITY .. 


HORNER SALES CORP. 


. FOR ICE CREAM « BUTTERMILK e COTTACE CHEESE « CHOCOLATE MILK 


PITTSBURGH 8, PA. 
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PRICE FLUCTUATION JARS CALIFORNIANS 


Sigmihcantly-lower price schedules wsued by a large Calitornu 
cream manufacturer have resulted im a wave of price adjust 
ments on the part of competitors that uw playing havoc with the 
foundations of the state's undustry 

In some quarters, the move was attributed to the necessity of 
persuading dealers to lower prices and give more generous por 
nans in order to build greater volume 

Support was solicited from the State Department of Agriculrure 
by seventeen independent ie cream manufacturers m an effort 
to get wholesale prices “somewhere near producnon costs.” No 
decision had been reached by A. A. Brock, Scate Director of Agri 
culeure, at the time this magazine went to press 

Meanwhile, Harold Sloan, ice cream manager of Golden State 
Company, Led. declared that ice cream retailers can protect 
themselves from the inevitable and costly price war resulting from 
the current sharp fluctuanons in wholesale ice cream prices by 
establishing a comprehensive program for merchandising, quality, 
and service. 

“From a long-range pout of view, nothing beats customer satis 
faction im building wncreased sales,” Mr. Sloan pointed our. “Te 


has also been proved that people relate quality in one item to 
quality un the other ems a store sells. Therefore, a storekeeper 
selling a quality ice cream carries the prestige ower to hia other 
merchandise 

“Much quality merchanduse uw also fair-traded, thus protecting 
the retailer. The consumer protected, too, when buying mer 
chanduse whose quality « carefully controlled, and advertsed as 
such. This ws particularly true during periods of price wars which 
might hut the retail we cream trade shortly, since such a condition 
often results im the substitution of infenor we cream.” 


DELAY IN STANDARDS HEARINGS 

Hearings on proposed Federal Standards for we cream are 
not likely to be heard in Washington, D. C. before the Fall ot 
this year, acording to a reliable source 


WEBER NAMES RUTHRAUFF & RYAN 

Weber Showcase & Fixture Company, Inc, Los Angeles, Cal 
forma, has appounted Ruthrauff & Ryan, Inc. as the firm's adver. 
rising agency 


MASTER GLACON., Frey 
oublicetion of 


‘auaqhs | tor 


ve of Le Glaeser Francais, 


reprodyced ere 


DELICIEUSE 


TE BANANE.. 


ahd 
: 

‘ 

| 

French A Cream Manufacturers, Throwgh thet orgerizetion’s courtesy, 
he French youngster Sevirg erpoyeo @ berenre, * delwery boy fo Go spit 

ce Caram January 


« FREEZING TUNNELS FOR NOVELTY HARDENING 


CUNDLACH SETS SCHOOL DATES 


Thus year’s G. P. Gundlach and Company Ice Cream Merchan- 
disung School will be held the spacious quarters of The Can- 
Club om tron January w Last 
lanwary’s drew the largest attendance im hestory and ar- 
rangements for addinonal regutrants have been made the year 

For more than a decade these Gundlach Merchandiang Schools 
have been attended by top management and sales personne! of 
the largest and emallest ke cream concerns the United States 
and Canada. In addition to the full «aff of the Dawy Products 
Merchandising Bureau diviswom of the Gundlach Co, these ses 
always top dairy merchandisang and production men 


from nananally-known concerns, universimes, and colleges 


ABBOTTS ENTERTAINS EMPLOYEES 


Abbotts Dairies, Inc. of Philadelphua, recently entertaimed more 
than 400 members of its 25-Year Club at a dinner and show 
honoring thirty-seven men and women who this year completed 
twenty-fwe years with the company. It was the | 3th annual affair 
Ridgway Kennedy, General Manager of the hrm, presented 
the mew members with framed certihcates. Each had previously 
recewed a gold pum on the anniwersary day of the frst day with 
the company. Three men with #4) vears of active service were 
presented with wrt watches. They were Charles Schubele and 
howard Shantz, driver-salesmen, and Abraham Abrahams, plant 
man. The 23-Year Club now has a total memberstup of 464. 


SECTIONAL 


PREFABRICATED 
FREEZE COOLERS 


Typicel 
Novelty 
Freenser 
tor Hardening 
42 Treys of 


“Ar. Big” 


TYPICAL SECTIONAL 
HARDENING & STORAGE 


FREEZE COOLER 


Simple to Erect, 
Move or Enlarge 


Mundreds of Successtul 
lnstelletions 


New Lew Brite foe 


(REFRIGERATION ENGINEERING CORP ) 


RECO PRODUCTS DIVISION Qe 
2020 NAUODAIN STREET 46 PENNA 


BORDEN TO SPEND $15,600,000 


The Borden Company plans a capeal expenditures program ot 
about $15,600,000 in 1950, chiefly for plant modernization and 
replacement of equipment Theodore G. Montague, President, 
told stockholders recently 


No umportant new building projects are included in the pro- 
gram, Mr. Montague said. Construction is for the most part 
lumited to the modernuzatnon and expansion of present structures 

The largest single item prowided for im the budget is the pur 
chase of new trucks, according to Mr. Montague. As one of the 
country’s principal fleet operators, Borden's replaces about half 
of its vehicles in a normal! four-year period. Since such replace 
ments could not be made during the war years, he pointed out, 
the Borden fleet is made up of vehicles that are less than four 
years old of more than eight. Consequently, chis type of capital 
expenditure will remain substantial for some time to come. A 
sumilar situation exists in some types of refrigerating equipment 
which will also require large outlays of capital funds 

The capital budget for 1950 includes new appropnations of 
$11,600,000 plus about $4,000,000 thar will be carried over trom 
the 1949 program. Since deprecianonm provisions will make avail 
able only about $9,000,000 for thus purpose, it will be necessary 
to take about $6,600,000 from earnings to finance the program, 
Mr. Montague said 


PACKAGE MACHINERY COMPANY ACQUIRES 


Sale of cheir line of packaging machinery has been announced 
by General Mills, Inc.. Minneapolis, Minn. The increased demand 
on management and plant facilities due to expansion of the 
Company's home appliance and contract manufacturing activities 
made the sale necessary, according to A. D. Hyde, President of 
General Mills Mechanical Division 

Packaging Machinery Company, Springheld, Mass., purchased 
the Tray-lock and finished edge carton set-up machine and ice 
cream cartoning unit originally developed by F. P. Palmer and 
re-engineered by General Mills. The transfer was effective De 
cember |. This brings into the Package Machinery Company fold 
the complete Palmer line, the major part of which they acquired 
last July 

The Tray-Lock and finished edge machines form ready-to-fhill 
cartons from flat blanks and require no operator; the ice cream 
cartoning units were engineered to set up and close cartons auto 
manically 


ILLINOIS ALUMNI MEETS 


Ome hundred suxty-twe alumm of the dairy technology division 
at the Uniwersity of Ilimow College of Agriculture and thei 
wives returned to the campus at Urbana for their second annual 
Homecoming reumon the week end of November 19 

Ofheer of the alumm: organization were re-clected to serve 
during the ensuing vear. Included were Justa Kuebler °31, 
Downers Growe, IIL, National Pectin Products Co. President: 
lobn Ptefter, San Francisco, Vice President; George Edman, staff 
member, Secretary. Treasurer; and Dr P. H. Tracy ‘20, head of 
the division, secutive Sex retary 

Dector Tracy, noted we cream authonty and past president of 
the American Dairy Sctence association, reviewed for the alumni 
the research work of the division and projected plans tor the 
tuture be alse presented members of the faculey and members 
of the student dairy products yudging team that recently partici- 
pated un the national contest at Los Angeles 
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NATIONAL DAIRY COUNCIL TO MEET 

Spothgheng therty-fwe years of service to the Amerwan family 
through the cooperanon of opumon-formung leaders tram coast to 
coast, the National Dairy Council «= planning a top-notch pro 
gram to meet the needs and mtecrests of the dairy industry execu 
tives who are planning to attend the Annual Meeting of NDC at 
the Fotel LaSalle in Chicago on January 26 and 27 

The Nanonal Dairy Council planning a two-day program to 
provide information on some of the economx problems ahead of 
the dairy industry im 19S) and some practical ways to meet in 
creased competinon in the next twelve months. Milton Hult, 
President of NDC, and General Chairman of the Program Com 
muttee, us urging the dairy industry to atvend the Annual Meeting 
to get first-hand information from nanonally recognized author: 
tues on the economs problems of the dairy industry, research and 
marketing problems as they affect dairy toods, and more speci! 
wally, sales and public relanons problems in a highly competitive 
tood undustry. 

Highlights of the conterence include discussions on topics such 
as “What's Ahead tor American Business in 1950,” “Thirty-Five 
Years of Dairy Industry Service to the American Family,” — 
ing Tomorrow's Markets,” “What's New im Dairy Foods,” “Pro- 
“What Makes a Good 
Sales Promonon and Publi Relanons Program,” 


Sales Start Today.’ 
FROZEN DRUMSTICK HOLDS SALES MEETINGS 


Parker's Frozen Drumstick Sales Company recently 


cessing and Handling of Dairy Foods,” 


“Tomorrow's 


held two 
important sales meetings in which company salesmen were briefed 


on plans and programs for 1950. Eastern representatives of the 


company met in Columbus, Ome, on December 15, and Western 
representatives convened in Fort Worth 


. Texas on December 2 
Consderable expansion during 19) was forecast 


“honestly.. 


I cannot tell a lie... my 


cherries 


are the best in the world . . . Feb- 
ruary 22 is my birthday . . . help 

me celebrate. Order Sugar Nut Or- 
chard Cherries today . . . Don’t forget 
. become a member of my exclusive 


Hatchet Club.” 


STANDARD 


FRUIT PRODUCT 


208 210 MAIN STREET INNATI 
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MISTER, YOU'RE IN TROUBLE! 


if you do this every time 
ice creem leaves your pleat. 


fingers can't 
werd tallowy of. 
flavors in your ice cream.— 
after it leaves your plent. 
You've got te ¢ 
hond' 


your ice cream 

$O WHY TAKE CHANCES? Especially when 
you can protect the original, fresh flavor of 
your ice cream witheut edding te cost! 


HOW? Follow the lead of some of America's 
foremost ice cream makers: Use *AVENEX, 
the well-known food antiozident. Don't trust 
to luck — Ster? using AVENEX! 


The Quaker Oals@m pany 


on to AVENEX CORPORATION 
250 West 37th $t.. New York 19 


AVENEX 


PURE FOUD STABILIZER AND ANTIONIDANT 


OPENS CANADIAN PLANT 


The Sweden Freezer Manufacturing Company, makers of soft 
ice cream machines, announces the opening of a branch plant 
B.C. This marks the firm's return to Canadian 
production of Sweden Speed Freezers which was halted during 
the war. Unlizing Canadian labor and materials, the plant will 
supply the expanding Canadian market with this direct-from-the- 
freezer equipment. With a number of dealers already established 
in Canada, Sweden has a nucleus around which to build an ex 
panded dealers organization 

First models coming from the new plane are Model 1.131, 
the double-head freezer that gives continuous ice cream produc- 
tion at the rate of about 16 Imperial gallons per hour. A. A. 
Baudat, Manufacturing Manager of the firm, is in charge of 
setting up the Canadian plant. He has been in Vancouver dur- 
ing the initial production period to personally handle the many 
problems and details of the new operation 


in Vancouver, 


For the present, 
marketing programs for Canadian distributors are being directed 
trom the general ofhees in Seattle 


CHOCOLATE REFINERS ANNOUNCE NEW LOCALE 


Chocolate Refmers, Inc, Mansheld, Massachusetts, 
manufacturers of chocolate products for the we cream and dairy 
trade, has announced that its New York City offices are now 
located at 489 Fifth Awenus, New York, | Telephone number 
w« MUlrray Hill 2.2492. The firm is represented in New York 
by Lows D. Con and Lous W. Swrezer. 
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Barry & Baily Lightweight All-Alammum re 

frigerated bodies are Custom Engimeered by 

experts insuring maximum of service at the 
low ext possible cist 


Our entire staff is at your service. 


BARRY & BAILY CO. 


2421 NO. 27 PHILADELPHIA, 


BORDEN COMPANY HONORS EMPLOYEES 


A total of 562 emplovees who have completed twenty-five 


years of server were added to the Korden Company ( \uarter 
Century Club in November in a series of banquets throughout the 
for the United States and Canada 


ra made the tetal 


about 4.700 members, or one out of every seven empiovees 


bifteen members of the nationa! executive ofhce staff of the 
eancern were honored November 15 tor twenty-hwe of more vears 


Thee 


prese nted diamond wrt 


service at a banquet at the Flore! Astor, New York Carty 


dore G. Montague, Company president, 
gald pune te twelve whe have served Borden's for twenty- 
hve years and three who have rounded out forty vears of service 


was itt inal 


chairman oT Borden's Chicago -Cenrral strict. 


Harold K. Kramer, Borden 


was 


W. |. SINEK ANNOUNCES ACQUISITION 
Wilkam |. Sinek, President, 


Chicago, has announced the acquisition of all of the capital stock 
of Frank Pilley & Sons, Inc. Frank E. Pilley 
will comrmuce im the capacity of President and the firm wil! con 
Plantord’s Pilley's 
cheese, we cream, milk, poultry, and egg products 


speaker assistant 


var president, 


City Products Corporation, 


Sioux Cory. lows 


the extabinhed brand rames of butter, 


CEORCE BAYER IS MARRIED 


George Bayer of American Food Laboratores, Brooklyn, 
New York, was marred in Detrow on October 6 Mrs. Raver ix 
a natwe of Winnepeg, Canada. Congratulations of the entire 


industry are extended to the couple 


CARLE C. CONWAY BROADCASTS 


Carle C. Conway, chairman of the board, Continental Can 
Company, was heard recently over more than forty local radio 
stations broadcasts that are 
part of “Amerwa, Speak Up!” 
a weekly racho series created by 
Amerwa’s Future, Inc., a non- 
proftr foundanon 
devoted to the protection of 
Fach week a 
prominent American joins the 
“Speak Up!" parade. Mr 
Conway's talks were scheduled 
on different dates, through De- 
cember, depending upon the lo- 
cality 
In his talk, which follows 
the interview technique, Mr 
Conway analyzes his company's eight-point industrial relanons pro- 
gram, which ws based upon the policy, “Justice shall be our basis 
tor building broader character as individuals, and broader busi. 
ness as an imstitumon.” Mr. Conway adds that he believes thar 
of the outlook of nearly al! 
American corporation management today 
Mr. Conway recently celebrated his 36th year with Continental. 
Atter leaving college he went into the mano business, and 
1905 orgamzed the Conway Company after buying control of 
the Hallet & Davis Piano Company. In 1912, Continental Can 
elected him vice president and member of the Board of Directors 


and Executwe Commuttee 


educanona! 


our freedom 


Cc. C. CONWAY 


this statement of policy is typical 


A GOOD BRAND IS WORTH 


“PROTECTING” with 
MULHOLLAND DUBL-STRENGTH 


WOODEN 


SINGLE 
-PAK- 
SPOONS 


SINGLE PAK SPOONS bring the cost of sanitary protection for 
your product, brend end name. and creotion of losting 
REMEMBRANCE for its superb qualities TO A VERY SMALL 
FRACTION OF A CENT! And in this doy of increasing compe- 
titten, you NEED this hind of proven advertising investment. 
SINGLE PAK. SPOONS ore in a closs by themselves for quolity 

and utility 
@ Use either end os the bow!—semi-pointed bow! mokes 

them easier to insert in “hard” ke cream. 

hondhng 


@ Machine counted in 
end waste 

@ individvel wrapping protects agoinst dust, dirt ond 
monture reassures the customer of your interest in 
his heolth protection 

®@ Stronger than conventional types, becouse they're WIDER 
ot the weokes! point 


let wa shew you how flow SINGLE-PAK.SPOONS will odd te 
the sales puecch ond deoler setisfactien you ore trying te beh 
your product, WRITE TODAY FOR SAMPLES AND PRICES. 
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Win-You 
BRAND 


ANNOUNCING 
BLANKE-BAER’S 


FEATURED SPECIALS 
FOR 1950 


| Delicious Flevors 
Combining | powerful Merchandising 
Buttered Peo an JULY Preach 


AUG, Black Rawpherry 
tte 


Ranana 
(x 
Checelate Pe paper 
tte 
Reval Hawaiian 
Rainbow 
Biack W 
Heliday Fruit and 
Neat Mix 
tex Nog 
WRITE TODAY for complete colorful 
Of advertiving available and price list 
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Cherry Carden 
herry 
R 


Pistachio 


Preit 


Sts aw berry 
lee 

Str awherrs 
tte 
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UNILAC BUYS LAMONT, CORLISS 


Arrangements have just been made looking toward the pur- 
chase of control of Lamont, Corliss & Company, manufacturers 
of Nestle’s chocolate products and distributors of Pond’s creams 
and roiletries, by the Swiss Nestle group through their Western 
Hemisphere company, Unilac, Inc. Lamont, Corliss & Company 
will commmue to operate as heretofore under the same name. 

Lamont, Corliss & Company will, however, devote its entire 
time and attention to the business of promoting the sale of 
Nestle’s chocolate products and will terminate the selling arrange- 
ments which it has had with the Pond’s Extract Company for 
over forty years, as soon as the Pand’s Extract Company can st 
up its own selling organization 

Lamont, Corliss & Company was founded in 1901 by Thomas 
W. Lamont, who later became an important hgure in the inter. 
national banking world as Chairman of the Board of J. P. Mor. 
gan & Co., and by his brother-in-law, Charles A. Corliss, who 
was active head and President of the company until 1936. Under 
their leadership the company became one of the largest and 
most successful in its held. 

In commenting on the purchase, Clive C. Day, President of 
Lamont, Corliss & Company, said: “Unilac, Inc., has for many 
years held a 37°% interest im our company. The purchase of 
control by Unilac is a logical development as the Nestle group 
has owned the Nestle trademark for milk products, chocolate 
products, Nescafe and numerous other food products throughout 
the world, with the excepnon of the United Seates and Canada, 
where the Nestle trademark for chocolate products has been 
owned by Lamont, Corliss & Company. 
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SAVAGE ANNOUNCES PRICE REDUCTIONS 

A reduced prece schedule, covering it new 1950 line of xe 
cream sabimets, was announced carly in December by the Ret. 
mgeranon of Sawage Arms Corporanon, Unca, New 
York 

The new prices became effective on December Sth, and apply 
to the merchandiung cabunets as well as to the chest type models 
In some cases, prices have been reduced as much as 11%. A 
special low price ts offered to purchasers of cabinets in carload 
lots. The manumum quantity that entities the buyer to the full 
car proce advantage w forty-two cabinets, ordered for simultaneous 
smpment. The quannty pree applies whether the cabinets are 
to be shupped by ralroad, truck, of other means 

In announcing the pre reduction, Savage annapetes a heavy 
volume of sales for the new 19°) models, it was stated by a 
company spokesman 


FLORASYNTH HAS NEW RESEARCH MAN 

The appoinement of Harry Cohen, Ph.D. as head of the 
Chicago Research Department of Florasynth Laboratories, Inc. 
has been announced by Dawid E. Lakritz, Vice President and 
Chiet Chemist of Florasynth Laboratones in New York, the 


flavoring and essential oil house. 


GOOD HUMOR REPORTS 


The estumated net earnings of Good Humor Corporation, 
Brooklyn, New York, for the year 1949 will be approsimately 
$700,000, according to George A. Sphor, Ir, Secretary. The 
company anticipates large expenditures during the coming year 
tor machinery and equipment. The Board of Directors has de 
clared a dividend of We per share, payable November 16, 1949 
to stockholders of record as of November 9, 1949 


tons 
(Dextrose) 
For Controlled Quality Ice Cream 


@ Commercial use has proven Cuntose 
(dextrose) far superior in producing quol- 
ity ice cream, sherbets and ices. Cunrose 
enhances flavor, eliminates ‘‘sandiness,” 
and gives your product that velvety smooth, 
good eating quolity. 
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LUICK LAUNCHES BUILDING PROCRAM 

At groundtresking ceremonmes October 27. the new $2,000, 
000 building development of the Laxk Ice Cream Company and 
the Lanck Dairy Company of Milwaukee got under way. The 
project, expected to be completed by late 1990, will include com 
pletely modern facilities and widely expanded capacity for the 
both of The National Dauwy Products Corporanon 

The three brick and lannon stone buildlings, to be erected on 
the acre trace at Capitol Driwe and Holton Screet im 
the heart of the new industrial center of northude Milwaukee, 
will meclude an ice cream plant, 292 by 160 fret, a dairy building, 
230) by 180 feet, and a garage to accommodate rolling equipmnr 
for both companies, 520 feet square. A feature of the develop 
ment will be ground floor production in both plants, eliminating 
ume and motion costs customary with muluple floor operanons 
Sections of cach buildmg will have two floors. Modern stainless 
steel equipment will be imetalled in the plants 

The founder of the companies, Willam F. turned the 
bret showel of earth at the ceremony. Also officiating in the 
ground-breaking activities were Milton |. McGuire, President of 
Milwaukee Common Council, Ray Weisbrod, Executwe Director 
of the Milwaukee Association of Commerce and the presidents 
of the Luwk compames, Carl J. Klepper, lee Cream, and R. New 
man Slawsen, Dairy. William F. Luwk, who began the business 
hitytwo years ago in the basement of his home, «= Chairman of 
the Board of both firms 

At a luncheon following the ground-breaking ceremony, Mr 
Linck recalled that “fifty years ago there was no ice cream in- 
dustry as it is known today, but that those who served the 
delicacy normally produced their requirements themselves.” He 
reminisced that his father questioned the advisability of his 
entering this held and that he had no idea at the time that the 


Weabrod erecutrwe direct the wautee Ans ation 


Keeps Ice Cream Smooth On Melt-Down 
Or When Only Soft — Or Stiff 


An Edible Protein Colloid 
STABILIZER and EMULSIFIER 


FORMULA 


It Requires No Special Preparation— ] ust 
Sprinkle Over Mix Before Pasteurizing 


No PH control required No ageing necessary 

soluble Burtonite formes a 
capsule around the first ice crystal that forma, pre 
venting tts further growth Keeps fat, water and 
mith iti perfort Improves texture 
and beady lo new standards of reams smoothness 

Adds to food value because of its naturally 
high nutrient Aids digestion by rendering the 


milk easter to assimilate 


ORDER A TRIAL BARREL NOW 
The BURTONITE CO., NUTLEY 10, N. J. 


business would grow to its present size, employing over 600 
people, and with outlets distributing Luick Sealtest products im 
four states. Mr. Luick expressed his belief that high standards 
of quality and service and fair and honest treatment with dealers 
and consumers were responsible tor the progress the business has 
made 

Carl Klepper, Ice Cream Division president, presided at the 
luncheon attended by city, county, industry and company officials 
Milton McGuire, Common Council president, praised Mr. Luick 
and the companies he founded for the progress the firms had 
made, for their contmbutions to Milwaukee's growth and in- 
dustry and for the example that the new development establishes 
to business activity 


NOVEMBER ICE CREAM PRODUCTION DOWN 

November ice cream production in the United States, estimated 
at 33,570,000 gallons, was 3 percent smaller than the ourput of 
November last year and was 2 percent below the 1943-47 average 
tor the month, the Bureau of Agricultural Economics reports. 

The relanonship to a year earlier was much less favorable than 
in October when production was 5 percent above October 1948. 
However, the relationship to the S-year average was much more 
favorable than in the previous two months. Ice cteam production 
declined 13 percent between October and November this vear, 
compared with a seasonal decrease of only 6 percent at this time 
last year, but a sharp drop of 21 percent between these months 
in the S-vear period, 1943-47. In the firse 11 months of 1949, 
we cream production was down 3 percent from the same period of 
1948, but was up 4 percent trom the 1943-47 
months 

Production of sherbet in the United States during November 
was estimated at 720,000 gallons—5 percent more than the hnal 
enumerated November 1948 output but 47 percent less than the 
Swear, 1943.47, average for the month 


average for these 
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POR SALE: lee cream sore and manufactur 
omg plant lated m central Wiasconsm on Mam 
town of 1500. been 
very successful and profeable with op 
pertummies for edvancement Hox 189, lee 
Fumo, 19 W 44h N Y 


CONFECTION MANUFACTURER 
WANTED: Available, cxchuswe mghts for use 
of plastic whistle w be used with confections 
wm place of wooden m shapes 
to conferm with helidays of the year Proce 
uve petents pending Executive mghts avail 
able to manufacturer on royalty base. Inquirws 
mwited Bock Ceo, 345 Franklin Se, San 
Francisco 2, Calf, HMEmiack 1.677) 


FOR SALE: Vending Boses— Unlumied quan 
uty, New 57.75 each New Eng 
land Vending Equipment Co, Webwcer, Mass 


FOR SALE: 100 metal brick pans, Bagby D-} 
power filer Presnge §& mold novelty opers 
nen. Complete m use } months 64,000 6 
ap. print Lily cups. Crescent lee Cream Co, 


Bee 34, Gamesville, Ga 


SALE: Bobtail soda feuntams and 
6 complete with pumps and Jers, brand new m 
crates, $395.00. teb New York Interstate 
Applanme Co, In 600 Broadway, New 
York 12. N Y 
FOR SALE: Sweden kee Cream Freezers, 
complete with condensmg units, 4.20 quart 
capacty, brand new im crates. Very low prices 
Interstate Appliance Co, Inc 600 Broadway, 
New York 12, N Y 


POR SALE: Mechanical Cow units, const 
img of wer, cooler, 6 quart Taylor 
Freezer lee Cream Head, une The unit will 
make milk, cream of xe cream mux. Formerly 
sold fer $1,750.00, now only $1,075 00 Brand 
new, crated, fob New York Interstate Ap 
plance Co, Inc 600 Broadway, New York 
Y 


SPECIAL OFFERINGS: 4 Jensen Seamless 
Seeel Cabinet Coolers each contaming § wings, 
tubes 4-14 Specialty Brass Internal 
Tubular Cooler Secnons with 10-20" stainless 
steel tubes, newer used; 12 Creamery Package 
1T. Cooler (oe Heater} with 28-2” stamless 
steel cubes; York Plate Cooler capacity 7000 
ibe per hour Write or wire your requirements 
Lester Kehoe Machinery Corp, | East 42nd 
Sc, New York 17, N.Y. Telephone MUrray 
Mill 2.4616 
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FRANCE E. KELLOGG CO. 


POR SALE: Sea 1948 Chevrole con dry 
we wending (Rebbeus & Burke 
complete in ewery detal (Like new! Tee 1937 
Chevrolet dry we vending One 


1937 Bereckwey "OO gallon woh tre plates, 
tour dears, | compressa One 
«en Ferd con wheeler with 1200 gallon 
bedy One 1936 cen Brockway 


150 gallon cranspert Pare for appr 

twenty tryeyeies All equepmment 
im goed conden Will sell wery reasonable 
Detads and preees sent request Calon! 
lee Cream Co, 112 Muddletown Ave, New 
bHaven, Connecticut 

FOR SALE: 100 w 500 gallon Seamless Seve! 
1000 gallon Cherry Burrell Mor 
sontel Col Vem with stamless steel 
tinned copper cals, GTO, ©1600, GV.20 
Cherry-Burrell Fillers; 4, 6 and Wide Bottle 
Washers, 125 w 1000 gallon Momegenmers o 
about 135 power Can Conveyor, 
also 20 Power Case Conwevar with Booster and 
Power Units; 2000 and 3000 gallon Ptaudler 
Glass Lened Storage Tanks for by produce 
only, } to 6 stamless steel, alo copper vacuum 
pans Write or wire your requirements Lester 
Kehoe Machinery Corp. | East 42nd Sc, New 


York 17, Y. Telephone MUlrray Hill 
2 4616 
FOR SALE: | DelLaval Cream Separator, 


past rebuilt, Ibe per br. Model Ele 
orc Will sell cheap. Russell Morgan, 45° 
Wyommg Avenue, Scranton Pa 

FOR SALE: Used equipment: Bagby 
Power Filler, $730.00: single Sack Molders, 
$10.00 each; Anderson Madel 108 Brick Cur 
ter with pans, $150 00; Bagby Cottage (Cheese 
and Seowr Cream Filler, $260 00; Mojannier 
Dawsen Automat Ice Cream Bar & Sucker 
Machine, 880000 All m condition 
Paper Pak, Inc, 109 Ellwoet Sereet, Buffalo 
New York 


HELP WANTED 


HELP WANTED: Nationally adverteed con 
cern desires man to sell chew processed truss 
and extracts to the we cream mdustry Drawing 


account. Several chowe terrtornes open. Boa 
No 151, Ice Femo, 19 W. 44th Se. 


HELP WANTED: Working Foreman ned: 
um size Ice Cream Plant m Middle West Ex 
perience with Novwelues, continuous freeger and 
other modern equipment Good wages and 
prospects Wrtre Bor No 279, Ice Canam 
19 W. 44th Sereet, N.Y. C 


RATES 


eqepmes? and wpplies fo: 
Gf watted * Guy. & word 
weeted. 2c word 
Bold fece type 
Mir mum cherge 
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HELP WANTED: Engimeer Daperenced m 
eperatien and maintenance all types of dary 
equipment, with to design and modify 
machunery Permanent position « develop 
ment Wriee Boa No 278, ice 
Puno 19 W 44h Se, N.Y. © 

HELP WANTED: Assistant Manager for 
large Southwestern dawy plant operating 70 
trucks m retail and wholesale, processmng 

of fund milk and cream, cottage 
cheese, butter, we cream, cowelees, Must have 
tharough operating knowledge and expenence 
m all phases of the busmess, good personality, 
atelity vo lead and handle others, well balanced 


te 45, ne “get mich quick” of gamblers 
need apply Applicant new succesfully em 
ployed im Southwest given preference Send 
recent photograph, eqgapience and education 
details, Salary expected. Address reply to 
Creamland Dawies, Ine, P O Boa 1508, 
Albuquerque, New Mesico, attention D 
Campbell, Manager 

HELP WANTED: We are revieme territories 
m many sections and require the services of 
brokers to contact candy and ke cream manu 
facturmg, jobbung and allied trades. Generous 
territory and commission basis 146, Ice 
Cemam Pano, 19 W. Se. N Y 


REPRESENTATIVE WANTED: lee cream 


duhers, etc. to manelecturers and 
wholesalers Finest and mest complete line 
Fiassect, 225 Sth Ave, New York Cory. N. Y 


POSITIONS WANTED 


POSITION WANTED: Working plant 
perveer m charge of production of laboratory 
with « well established ice cream firm. College 
graduate Fiwe years experience market 
milk and we cream. Age 26 and single Good 
ceterences, Prefer New York Coy bat will 
accept out of state copertunities Bea 294, Ice 
Cenam Puno, 19 Se, New York 14, 
N. ¥ 

POSITION WANTED: Production man 
ager, 12 years’ experience: Thoroughly fambiar 
with all ems, operations, and equipment 
managed planes over 900,000 gallons 
vearly Wre Bee Neo 999. Ice 
19 W. 44th St. New York 14, N 


TRUE BEAN 
VANILLA 


421 N. BROADWAY, MILWAUKEE 2. wis. 
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ndex To Advertisers 
Acorn Sheet Metal Mig. Co. 


‘ Keystone Wagon Works . 
Ambrons Chocolate Co. Kaight Corp. Stanley 
Amernan Foud Labs. Lamont Corie & Co. 
American Paper Goods Ca. Lily- Tulip Cup Corp. 
Amero Uelrigersting bquipment Co. Limpert Bree. 

Anderson Bros, Mig. Co. Liowd A 

Mahoney Extract Co., 5. H. 
Barry & Baily Co. McGraw Chemical Co. 
Rastian Co Michael Co. Dawid 
Rianke Beer & Preserving Co. Mojennier Bros. Co. 
Rloomer Brothers 

Biumenthal Beothers 

Reyer Bros. 

Rurtenitte Company 

Carvel Corp. 

Cherry Burrell Corp. Nelson Mig. Co., C. 
Chaten Industries Quaker Oot Co. 

Creamery Package Mig. Co. ’ Reco Products Division 
Culver Co. J. B. Refrigeration Corp. of America 

Divison S&S Cone Corp. 
Corp 7 Savage Arms Corp. 71, 73, 77, 78 
Poote & Jenks, Inc. Schecter. tac. 6,7 
Porrest Baking Co. 

Srinideice Shore Machine Co. 90 
Gon Standard Fruit Products Co. 

wrmantown Mig. Co. Ca 

torand Rapids Cabinet Co. 

& Co., Chemicals 

Cundiach & Co, G. P. 

HMeimeo-Lacy, Inc. op fig ape 

Co. Vanilla Laboratories, Inc. 

Horner Sales Corp. Virginia Dare Extract Co., Inc. 

lee Cream Noweltieos, Inc. Whitson Products Co. 

Kelkeo Co. Weller Co. 

Kellogg. France FB. Co. Young, B. & Co. 


x 


L(S)TRAND 


ATLANTIC CITY'S 
HOTEL of DISTINCTION 


withes ‘ entele end 


the adver 


Oper 
Gareae 


to Delegates 
When Attending your Convention 
VISIT THE 
FAMOUS FIESTA LOUNGE 
FOOD for EPICURES 
OPEN ALL YEAR 


under Ownership Management 
EXCLUSIVE PENNSYLVANIA AVE. AND BOARDWALK 
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Vegetable origin. Produced by 
our patented process from con- 
iferous woods. 


Unlimited supply of basic material. 
Our process is continuous. 


C.P.U.S.P. Pure crystals having 
only the true vanilla-like flavor. 


Never varies. Enables you to use 

Zimco Lignin Vanillin as a standard 
Dissolves quicker due to its uni- 7 in determining your formulas. 
form crystalline structure. 


of Zimco pure Lignin Vanillin are 
to your product. 


Shipments made DIRECT FROM FACTORY: ROTHSCHILD, WISCONSIN 


chs varried ot: ATLARTA, DALLAS, PRATLART ATA ¥ 


SUBSIDIARY OF STERLING DRUG INC 


170 VARICK STREET, NEW YORKR 13, N. Y. 
445 Lake Shore Drive, Chicago 11, UL. 
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OUTSTANDING QUALITY 


That’s the Plus Gumpert Gives the Ice Cream Maker 


The ice cream manufacturer who wants to be outstanding must 
make outstanding quality ice creams — something better than 
merely acceptable. 

This outstanding quality is always assured when you use any 
GUMPERT ice cream product—preferred by the most 
successful ice cream makers in America. 

The reason — four proven GUMPERT “BESTS”: 

The dest, top-of-the-crop ingredients, The best, simplest, and 
easiest methods. The best, most accurate cost control wo guar- 
antee ample profit margins. The dest, always uniform results 
to prevent waste and loss, 

If you want the fail profit potentials of your business, re- 


member this: GUMPERT makes the FINEST to help you do it, 
S. GUMPERT CO., INC. ¢ OZONE PARK 16, N. Y. 


CHICAGO SAN FRANCISCO 


MPER 


OUTSTANDING QUALITY 
IN ICE CREAM SPECIALTIES 


Concentrated Byutencetch Plover 

Complete Line of Sede Four tein Products 
Complete Line of Fruit and Nut Combinations 
Woter ice and Sherbet Bose 
Vonities — (Pure, Bonded one French) 
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